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Tewerers (IRCULAR- [KEYSTONE 
‘SPEAKING OF 
THE _Jewetry [RADE 


Wat's in a name ? 


| Plenty, if you’re talking about con- 
* sumer acceptance of something you 
> want to sell, say advertisers who 
© bought more than 7,000,000 lines in 
- women’s magazines during the first 
© ten months of 1936. 

© Kenneth I. Van Cott, manager of 
' Marcus & Co., Fifth Ave. at 53rd 
' $t., New York, is one who thinks a 


HOLD THE DRINK- 
1 FORGOT MY 
COCKTAIL — 

RING 


'* more appropriate name than “cock- 
tail” or “princess” should betoken the 
lovely rings so much in vogue this 
year . . . usually of platinum with 
alternate bands of diamonds and 
rubies or diamonds and emeralds. 
He suggests “bandeau ring.” The 
dictionary defines a badeau as a nar- 
row band or fillet, and women every- 
where know its lines, wider in front, 
and tapering at the sides, the same as 
the ring. Maybe “bandeau” is a 
name the trade will accept. Cus- 
tomers at Marcus & Co. have done so. 
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4d 
[ think that we 


are all agreed that ‘Gifts that last’ 
is a slogan that is irrelevant, inade- 
quate and generally unsatisfactory. 
There is nothing about that slogan 
that suggests jewelry or piecious 
stones,” says Emil W. Kohn of Theo- 
dore A. Kohn & Son, 608 Fifth Ave., 
New York. 


“You invite suggestions of a slogan 
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that would apply to the entire indus- 
try. It is my conviction that that is 
impossible. When we reflect on the 
variety and many kinds of merchan- 
dise in which the jeweler deals, a com- 
prehensive slogan is not possible. 

“I therefore conclude that the 
wisest course would be to suggest a 
slogan regarding the most important 
item in the jeweler’s stock. That is 
the diamond. Practically every jeweler 
deals in diamonds and has the ambi- 
tion to increase his diamond business. 
The diamond is not only the general- 
ly accepted and appropriate stone for 
an engagement ring but it is generally 
preferred for all ornamental and 
decorative articles of jewelry. 

“TI suggest as a slogan the phrase 
“The diamond is the symbol of en- 
during affection.’ 

“Tt is my belief that the general ac- 
ceptance and use of that slogan will 
benefit the entire industry.” 
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Peneign diamond merchants 
expect the Christmas demand for dia- 
monds in this country to approach 
boom-like proportions, according to 
W. Waters Schwab, president of J. 
R. Wood & Sons, Inc., of Brooklyn, 
jewelry manufacturers, who returned 
November 9, from a visit to the preci- 
ous stones markets abroad. 

“For the first time within memory 
of seasoned dealers,” M. Schwab said, 
“foreign diamond merchants are 
gauging price schedules on a basis of 
demand in the United States market. 
Those in Amsterdam and other im- 
portant jewel centers are watching 
the American market closely.” 

Mr. Schwab predicted that the 
price of diamonds would return to 
the 1929 level by next January, be- 
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Christmas Greetings 


Pt is with a real spirit of encouragement 
and 3est that we extend the heartiest of 
Christmas greetings to all our friends in 
the jewelrp trade. 


‘Merry Christmas” is alwaps an expres- 
sion of good will, no matter what the bus- 
iness outlook map be, but with ebidence on 
all sides of a return to more prosperous 
zonditions it has an added meaning. 


@e have passed through a period of poor 
business and are now on the road to better 
profit opportunities sustained bp a greatip 
improved morale. 


o again we sap Mecrp Christmas to pou 
all — with our best wishes for the New 
Pear. 


BEDE ADE DE DP DE oP ahP all oll cs 


cause there is a scarcity of good 
stones now. He added that a definite 
trend toward modernization in jewel- 
ry styles is under way abroad, en- 
couraged by a rising market in this 
country. 

Concern over the possibilities of an 
early war on the continent has been 
responsible for the timidity of dia- 
mond merchants in regard to future 
business operations, Mr. Schwab 
added. 

“Holders of precious stones abroad 
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are reluctant to dispose of their sup- 
plies,” he said, “despite substantial 
advances recently made in diamond 
prices. While it is obvious that there 
is considerable speculative buying of 
diamonds abroad, American purchases 
seem to be chiefly for commercial 
purposes.” 

Mr. Schwab, whose firm is one of 























the largest manufacturers of wedding 
and engagement rings in the world, 
declared that statistics show the num- 
ber of weddings are gradually increas- 
ing and that he expects the number 
of next year’s marriages to almost 
equal the peak of 1929. This will 
contribute to a larger market for wed- 
ding rings. 

Another encouraging feature in the 
return to normalcy, he said, is the 
fact that the demand for engagement 
rings is at the highest since 1929. 
During the height of the depression it 
was not always possible for the pros- 
pective groom to purchase an engage- 
ment ring. Now the tendency is re- 
versed, which also increases the poten- 
tial market for diamond rings in the 
United States, 
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= 
undamentally speaking, 
the Robinson-Patman Act is merely 
an attempted legal enforcement of 
sound business ethics, which call for 
equal prices and terms to all and 
double dealing with none,” said C. N. 
Cahill, general manager and director 
of sales of Autopoint Co., Chicago, 
at special meeting of the Rotary 
Club of Chicago, on Nov. 5. 

“The Robinson-Patman Act will 
definitely help manufacturers make 
a sounder profit without resorting to 


NOW LET THAT , 
W- BE A LESSON 


— oF yo ie aa 
A . j 





subterfuge and without the aid of de- 
liberately created inflation. Sound 
and continuous profits mean greater 
purchasing power, so long as the 
profits are distributed and the large 
percentage of them spent.” 

“There can be no question in the 
minds of business men but that our 
Government intends to protect inde- 
pendent businesses, one way or an- 
other. The Robinson-Patman Act, as 
an amendment to the Clayton Anti- 
Trust Law, unquestionably protects 
the independent business man from 
unscrupulous annihilation by selfish, 
monopolistic elements in our eco- 
nomic structure.” 

“In my opinion, the Robinson-Pat- 
man Act will do more to bring about 












mutual understanding of the problems 
and procedures of manufacturing and 
distribution than any single act of our 
Government since the passage of the 
anti-trust laws. Heretofore, the ma- 
jority of the retailers have failed or 
refused to understand the problems of 
the manufacturer and many manufac- 
turers who are monopolistic in tend- 
ency, have failed or refused to under- 
stand the problems and requirements 
of the retailer. If the Robinson-Pat- 
man Act does no more than to create 
intense thought and widespread dis- 
cussion with reference to the mutual 
problems of manufacturer and re- 
tailer, it will serve as a monument to 
sound, economic progress.” 
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4d 
W. have found 


it a wise policy to help the retailer 
in selling wherever possible, as it al- 
ways results in increased sales for us,” 


SEE THE STAR? 
Ce 99 


> 





says C. E. Paskow, head of the firm 
of William V. Schmidt Co., Inc., 
22 W. 48th St., New York, im- 
porters of precious, synthetic and imi- 
tation stones. 

“We've distributed between 40,000 
and 50,000 brochures entitled ‘Ques- 
tions and Answers About Star Stones,’ 
and are getting requests every day for 
thousands more which are wanted by 
retailers to distribute under their firm 
names.” 

Several months ago the Schmidt 
firm began giving away to retailers 
“Star-liters,” miniature pocket search- 
lights which were found especially 
adaptable to showing asterism in star 
stones. About 1000 of these have 
been circulated in the trade. An 
earlier service for which this concern 
claims credit was introduction of the 
phrase, “the X-ray is the surest test 
for a diamond.” 
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won Rieckel, 
retired jeweler and watchmaker of 
Cynthiana, Ky., known as “the 
22 





world’s oldest baseball fan,” was 101 
years old the other day. He has seen 
the opening game each year at Cip. 
cinnati for the last 27 years, and ey. 
pects to see many more. 

“I’m a better watchmaker than 
that fellow is a ball player,” he saiq 
at a recent game. He was a most 
proficient watchmaker during his 
working days. Born in Germany, Mr. 
Rieckel came to the United State 


GIMME THAT 


o. BAT (‘LL SAVE 
GAME 
SGATHE xt 
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when he was 18 years old. He has 
lived here since 1857. He usually 
takes a walk unattended each day on 
the Cynthiana streets. 
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dd 
W. have received 


your November issue and the writer 
notices on page 40 an item “STICK 
TO YOUR LAST.” From the 
writer’s 40 years of experience Mr. 
A. L. Zeitung is right and you are 
wrong,” writes A. H. Mark of the 
St. Louis Jewelry Clock and Silver 
Co. “If the jeweler continues to 
stick strictly to the jewelry business 
he soon will have a grave stone 
planted in front of his store. The 
writer has advocated this for quite a 
number of years. There is no such 
thing any more as an individual store. 

“The jeweler, like all other up-to- 
date merchants, must go into other 
lines or he will soon be out of busi- 
ness. Take for an illustration the 
baker, there are practically very few. 
The individual butcher is out of busi- 
ness, the merchant tailor and the in- 
dividual shoe maker. These lines have 
gone into department and chain stores 
and if the jeweler continues to sell 
only jewelry, he will be like the rest 
of these people, simply a repair man. 
Today, if you are aware of the trend 
of business, there are more clocks 
sold through the drug, hardware and 
department stores than the jewelry 
stores. This is true of silverware, dia- 
monds, watches, etc., and the reason 
is that they have a varied stock where 
the public go every day. The reason 
the jeweler does not sell his share is 
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that he would have what the writer 
would call a one-tract line, which 
means that he has only one line to sell 
and naturally the trade do not visit 
his store the same as they do the other 
stores, and the writer predicts that 
unless the jeweler makes a change, in 
10 years there will be no more jewel- 
ers, with the exception of a few large 
ones, and the rest will be repair men.” 


mw 


Eten of States 


and municipalities to regulate the 
activities of itinerant vendors and 
transient merchants usually fail be- 
cause the laws and ordinances are 
not carefully drafted, the American 
Retail Federation has announced 






‘FY JEWELRY 
ar “\ STORE 
IN A TRAILER 





after making a study of this control 
problem. 

Failure to meet constitutional re- 
quirements by exempting merchandise 
sold in interstate commerce brings the 
downfall of many State laws, the 
Federation found. 

Where the motive behind an ordi- 
nance to control itinerant vendors or 
transient merchants has been to legis- 
late them out of existence, or to place 
discriminatory burdens which prevent 
their operating effectively, the ordi- 
nance has usually proved invalid, it 
was discovered. But where the pur- 
pose of the legislation has been to 
equalize competition by imposing rea- 
sonable license fees, and to protect 
the municipality and the consuming 
public against fraud, there has been 
only one real obstacle to smooth en- 
forcement of the legislation—the im- 
possibility of taxation of interstate 
commerce by States and municipal- 
ities, 

Two steps are necessary in order 
to correct existing legal barriers in 
such legislation, the Federation de- 
clares. One is the revision of existing 
State laws and local ordinances so 
that they will stand constitutional 
tests. The other is the passage of a 
Federal act which will legalize state 
control of itinerant vendors and 
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transient merchants in interstate, as 
well as in intrastate commerce. 


ma 


The Coronation ring 
is to be altered. Most modern Brit- 
ish monarchs have been married and 
have worn the Coronation ring on the 
fourth finger of the right hand, but 
King Edward, being a bachelor, is 
having the ring altered to fit his be- 


SHALL WE FIX IT 
FOR THE BETROTHAL 
=m FINGER? 


YES, AND 
THEN NO/ 











trothal 
Jeweler. 

The ring, which dates back to the 
time of Edward the Confessor, is 
composed of a single tabular sap- 
phire, surrounded by diamonds and 
inlaid with small rubies in the form 
of the Cross of St. George. 

The jewelry which accompanies 
the Coronation vestments is being 
overhauled, and, where necessary, 
being made. 

The Regal Ring falls in the latter 
category. This ring is made of gold 
and contains a large ruby engraven 
with the Cross of St. George. From 
the reign of Charles II this ring has 


says the British 


finger, 


been made afresh for each coronation, ° 


and has been regarded as the personal 
property afterwards of the Sovereign. 


m Ff 
Where G-men 


in Washington failed, skilled workers 
in Waltham succeeded. The story 
involves a watch, the property of 
Congressman Richard M. Russell of 
Cambridge. The Congressman ad- 
mitted today that Waltham experts 
had done some expert sluthing, and 
had assisted him in _ deciphering 
scarred inscription. Mr. Russell ex- 
plained the inscription on the watch, 
a gift to him, had been obliterated 
after the timepiece had been stolen 
and pawned in a shop, where it was 
subsequently recovered. 

The watch was given the Con- 
gressman in 1930, when he enter- 
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tained a group of Congressional 
Medal of Honor men in Cambridge. 
The watch was stolen after the pres- 
entation from a club locker. Some 
time later it was recovered in a pawn 
shop. The thief had filed off the in- 
scription. Russell turned the watch 
over to the Department of Justice in 
Washington, with the request that 
they decipher the inscription, if pos- 
sible. 

Government experts, using all their 
latest crime detecting equipment, re- 
turned the watch after careful ex- 
amination and admitted their inabil- 
ity to read the scarred wording on 


HERES HOW 
iTS DONE 









the back of the timepiece. Congress- 
man Russell then went to the Wal- 
tham Watch Co. and told officials of 
his problem. I. E. Boucher, an offi- 
cial, told Russell his inscription read: 
“To Mayor Richard M. Russell, as 
a token of affection from the Congres- 
sional honor men, Oct. 6-9, 1930.” 
The impression of the scarred 
wording was greatly enlarged and 
studied, and thus deciphered. 
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Acthur L. Liebermann 


of Liebermann’s, Joliet, Ill., calls at- 
tention to the fact that it is surpris- 
ing how easy it is to sell articles for 
Christmas gifts which are put away 
to be taken from the store just before 
Christmas if a real effort is made in 
this direction. 

“The only difficulty we have en- 
countered,” says Mr. Liebermann, 
“and that in only a small percentage 
of sales, is that occasionally a customer 
wishes to make an exchange at the 
last minute. This Liebermann’s is 
usually glad to do but it has been 
found to be good business to incor- 
porate on our lay-away envelope that 
such action is at our option. 

“We have also found that the inser-  - 
tion of a place for terms or method of 
payment, makes for more regular and 
methodical payments and reduces the 
number of lay-away balances. 


















ON SANTA CLAUS LANE 





BY HARRY TERHUNE 


U:. big methods for big buyers. 


Why try to sell really fine jewelry, especially around 
Christmas time with dime store methods? Say what you 
will, a jeweler who desires to do a good job cannot afford 
to “save money” or scrimp on his Christmas publicity if 
he actually desires to attract the spenders of important 
money. That is the business philosophy of Maurice 
Reingold. 

Christmas on “Santa Claus Lane” has an interesting 
angle to a jeweler. Few streets in the country quite carry 
out the Christmas Spirit as does Hollywood Boulevard, 
the Main Street of the town of that name. Wonderfully 
decorated and amply ballyhooed, this business section goes 
the distance in putting people in the right buying frame 
of mind. And right at the corner of Vine and Hollywood 
Boulevard is the upstairs jewelry suite of Maurice Rein- 
gold. 

For many years Reingold has done a major job selling 
fine jewelry to the Hollywood trade. Christmas to the 
movie colony is just what it is elsewhere, so at this season 
of the year every effort is made to remind the store’s 
patrons of the resources of the stock. 

No expense is spared in order to see that the right 
message reaches the right people. Experience has proved 
that ordinary direct mail pieces do not get past the sec- 
retary—and who here does not have a secretary. On the 
other hand, fine pieces of die work on top grade stock; 
a series of personal telegraphic messages—real W. U. or 
Postal, no fakes—a good sized photograph of real nov- 
elties and advertisements in the Hollywood edition of 
Variety to supplement the regular advertising will actu- 
ally get the customers’ attention. That is what Mr. Rein- 
gold means by using big attention getters for the big 
customers. 

In a mailing piece of a couple of years ago, the lead 
of the opening inside page read: “The shop with the dis- 
tinguished clientele. A complete list of our patrons would 
read like a ‘Who’s Who in Filmdom.’ And among the 
notables are . . .” Then followed a list of some hundred 
well-known names. Really important people were huffed 
because their names were omitted. This shows the Holly- 
wood trend of mind and how high Reingold’s is rated. 

Along in November, Reingold commences to build up 
his Christmas studio trade by going right on the lots with 
a good selection of his good and popular-selling pieces. 
Studio officials assign him a room on the lot for three or 
four days. Two salesmen for the trade and two armed 
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guards for precaution’s sake are the rule for these out-of- 
the-store displays. ‘This is a method which other jewelers 
may adapt in any place where a good crowd of their good 
prospective customers may congregate. 

Everyone who comes in these studio display rooms is 
treated alike, whether it be a star of the first magnitude 
or a second assistant prop boy. For a very good reason, 
too, for today’s prop boy may be tomorrow’s head 
director. 

Personal telegrams, each one written from an intimate 
knowledge of the patron’s likes and wants take the place 
of the usual form letters. A form letter costs about a 
dime, if well gotten up. These telegrams in the shape of 
fifty-word night letters cost from fifty to seventy-five 
cents each. Marvelous results follow, which aptly illus- 
trates the big attraction policy of the house. 

A ten by fourteen-inch photographic print of a series 
of special holiday novelties is a sure-fire attention getter, 
especially when sent to a home by special messenger. 
Anything like this is expensive to get out but “one pic- 
ture is worth a thousand words,” especially to those in 
the picture-making business. 

In addition to the regular local trade, thousands of 
tourists and residents of nearly cities flock to “Santa 
Claus Lane” in December to admire and to buy. Con- 
siderable extra business comes from this source. Much of 
it comes from prestige built up selling the big people in 
the motion-picture business. When an important piece 
of jewelry is sold, Reingold sees that due publicity is 
given to the movie columnists and to the regular press. 

Then too an unfailing bit of good publicity is a habit ~ 
of stars giving expensive presents to all who helped them 
create a recently finished picture. Mr. Reingold started 
this present-giving business, and now it has assumed tre- 
mendous volume. Stars spend from $2,000 to $6,000 on 
presents to all the cast, directors, and mechanical people. 
Along about Christmas time this present giving assumes 
real magnitude. 

Aside from the petty sharp-shooting practices of cut- 
throat jewelry “brokers,” there is still a class of better 
stars and big executives who regularly trade in the estab- 
lished stores and whose trade is a profitable transaction. 
They are always looking for some outstanding articles of 
unusual merit. That’s the reason why Reingold uses such 
big inducements to attract the right people to his luxurious 
suite of rooms. 
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Interior views of the M. Reingold Store on 
Hollywood Boulevard at Vine St., Hollywood, 
Calif., where many moving picture stars shop 


Artistic Christmas 

gift folder used to 

attract holiday shop- 
pers. 





christmas | gifts i 


tte or those kw 
ethey would the selection of a rare painting or the acquisition 
of a priceless tapestry .. . Reingold’'s is a relied. & In this 
veritable bazaar of the magnificent are of seducti 
beauty... i so ingly fashi d as to beggar 
1 ip eee d gems worthy of a queen's coronet 
.. and trifling trinkets skilfully fashioned by some unlenown 
artisan hidden away in a tiny Parisian atelier . yet no 
whit less acceptable as a gift than the costliest jewel in the 
Reingold collers. & Do you wonder that such a shop is 
held in high esteem at this critical moment when Christmas 
Giles must be found for a host of friends? # To really shop 
in quiet leisure . . . of in the privacy of our gem rooms, 
on your list. . . . It will save you needless 
hours of searching in crowded shops. 

















Below—Daytime and evening scenes along Hollywood 
Boulevard during the holidays. 
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MERCHANDISING THE 


By 
Fred E. Kunkel 


4d 
in get the Christmas 


shopping spirit started on the run to foster a buying 
boom from now until Christmas,” says a jeweler re- 
cently interviewed concerning his plans for Christmas 
merchandising, “we first gather together all items which 
we can sell for a dollar—either dollar items as such or 
if slightly over a dollar, we include them in the lot and 
feature them in our windows with a display sign which 
reads: “One Hundred Items At One Dollar To Help 
Out Your Christmas Spending Budget” and grouping 
some of the most attractive items at this point to produce 
eye appeal. 

“Then in the rear of the store we set up a special dis- 
play of these items with a view to luring in the Christmas 
shoppers a little bit earlier than most of them originally 
intended to buy their Xmas gifts. In this way we not 
only start Christmas buying earlier than usual, but we 
also avoid some of the heavy shopping congestion at the 
last moment during Xmas week. At the same time we 
take in many dollars which might otherwise be spent in 
other stores and at other places. Thus we divert traffic 
in our direction and keep it from going elsewhere, which 
naturally boosts our own sales volume. 

“Of course, our regular Christmas merchandise and 
staples are shown in attractive array throughout the 
store, which is nicely decorated with the season’s trim- 
mings, and everything has a Christmasy atmosphere, so 
that when Mr. and Mrs. Public come in to buy this 
dollar item they will naturally be attracted to other mer- 
chandise on display and in this way start off spending 
even before they anticipated. The net result is not only a 
heavy sale of dollar items, but those coming in to look 
them over naturally browse around and walk out with 
other merchandise in their hands as well. 

“Thus we fight the old bugaboo of procrastination in 
the early days of December, when in spite of newspaper, 
bus and street-car propaganda to shop early and mail 
early for better service, a great majority of the people 
are inclined to put off their Xmas buying until after the 
fifteenth. 

“This novel entering wedge into the customer’s pocket- 
book more effectively induces early shopping and keeps 
the customer’s mind on the fact that Christmas is coming 
at the same time that it serves to introduce our store as 
the logical place to shop and that attractive things which 
make ideal Xmas gifts can be bought cheaply. 


“At the same time we feature LAY-AWAY sales to 
arouse buying interest in the customer who wishes to 
make Christmas gift selections early but who does not 
want to pay full purchase price at the time of the selec- 
tion. By featuring this in our store and window display 
signs we also attract considerable business and encourage 
more spending while they are in. In other words, they 
make their selections and pay a dollar down and the bal- 
ance on delivery at a specified date. 

“Xmas lay-away sales make it simple and easier for 
the Christmas shopper to select better gifts and the idea 
acts as a stimulant to do their shopping earlier than 
usual. That is why window signs and store display signs 
make them act. 

“Another stunt we use is to send out one postcard a 
week right after Thanksgiving up to Christmas week, 
featuring several popular items as suggested Xmas gifts, 
never over three. This postal is printed in colors and 
well illustrated so as to catch the eye, and the object is 
again to start their Christmas buying earlier than usual, 
and to come here to buy them. 

“By sending out postals once a week, featuring one or 
more items of appeal, we covered a wide range of buying 
suggestions and promoted buying in our store. The ad- 
vantage of postcard advertising is that every postal is 
delivered right at the front door of the prospective cus- 
tomer and is a personal message for him. Unlike news- 
paper or circular advertising, it wins much better results. 
It is inexpensive too and an excellent method of broad- 
casting a timely sales suggestion, which is frequently 
acted upon. 
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CHRISTMAS HOLIDAYS 





“It is also a superior means of keeping in close per- 
sonal and direct touch with the prospective buyer of Xmas 
gifts and by regular mailings many valuable gift buying 
suggestions can be planted in fertile soil which are likely 
to sprout into buying impulses and so boost your sales 
volume—sales which might otherwise not be in prospect. 

“Such methods of sales publicity not only promote 
personal contact with active buyers, but they establish 
friendly relations with a host of prospective purchasers 
of Xmas merchandise, and whenever the message strikes 
a responsive chord it invariably brings them in—postal in 
hand, and they buy. 

“Another thing we do which has pulled a lot of busi- 
ness is to post a sign in the window and store ‘WE 
CASH XMAS SAVINGS CHECKS,’ which is one 
of the first steps in selling Xmas merchandise and get- 
ting the cash for it, since all those who bring them in 
generally buy something and the checks seldom run over 
$25 or $50. It is just another plan of getting more cus- 
tomers into the store earlier than usual—and it works. 

“Featuring the cashing of Xmas checks also enables 
us to throw out many valuable suggestions for gift giv- 
ing, as we mail out circulars featuring various suggested 
gift items and offering (in large letters) to cash Xmas 
savings checks. This is usually done simultaneously with 
the time the banks release such checks. We keep in close 
touch with our local bank and print up the circulars so 
that the day before the checks are released, we distribute 
the circulars: 

“We also suggest a budget of expenditures up to $25 
in our circular, so the prospective buyer can sit down 
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and logically figure out exactly how to spend that Christ- 
mas club check wisely and economically. 

‘Getting the early Christmas shoppers to bring in their 
shekels is merely a matter of getting more people into 
your store instead of allowing them to stroll into the 
store of your nearest competitor. At the same time those 
who owe us money on account (we always carry some 
charge accounts) are likely to bring in their Xmas savings 
checks and apply them on account, taking the balance in 
cash. Naturally if they redeposit their checks in bank or 
make other investments, or take them to another store, we 
get very little of the balance, so we figured we might as 
well try to get the first crack at it. 

“We find also that this accommodation is appreciated 
by patrons and is talked about, which not only gives us 
plenty of free publicity but additional business as well. 
In this way also we catch many early Xmas shoppers on 
the wing, and sell many articles in advance of the regular 
shopping period and before the final Christmas rush 
sets in. 

“Since some people don’t like to buy gifts and prefer 
to give gift certificates or even money, we also take ad- 
vantage of this idea to boost the giving of Christmas Gift 
Certificates, and we feature them in the window with a 
little display sign and also near the cash register. 

“The various sales ideas we use in this connection are 
such as ‘Made Easy To Give’ and ‘Life-Saver Certificates 
Make Gift Giving Easy,’ and ‘Have You Heard About 
Our Gift Certificates ?’ 

“During Christmas week we feel that many shopping 
budgets are at a low ebb or about exhausted, and that 
sales can be stimulated by featuring ‘Buy Now—Pay 
Later.’ Under this plan we virtually open charge ac- 
counts, but we follow the same careful procedure as we 
do in regular cases and only to those having an approved 
credit rating. We allow them to buy up to $25 or $50 
according to their ability to pay, and allow them to pay 
on January 31st statement, that is ten days after account 
is rendered. 

“By doing this we have discovered many worthwhile 
accounts and they have bought with us right along after 
opening them. In other words, we reversed the idea of 
‘Buy in November—Pay in January’ which was so popu- 
lar in times past, and applied the idea to late Christmas 
shoppers whose cash might be at a low ebb and who 
naturally would buy from other stores where they had 
charge accounts. Thus again we diverted considerable 
business from other stores. : 

“Tt is natural to assume an overworked budget or a 
shortage of the necessary cash during Xmas week, and 
by offering these liberal credit terms we have been able 
to cash in on more Xmas sales to our advantage.” 
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Left—Fine gifts for dis- 
criminating purchasers. 
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NEW and UNUSUAL PIECES 





LAMBERT BROTHERS 
Jewelers Since 1877 
LEXINGTON at 60th 









Above —Fine jewelry 
presented in excellent 
taste. 






This watch ad has the 
Christmas atmosphere. 


SS 


smartness and unlailing accuracy will be her's to the 
n'th” degree if it's a Gruen in her stocking on Christmas 
day. So why disappoint her? Step in tomorrow and let us 
show you the latest and greatest values direct {rom the 
Gruen Workshops in Prices? 


“Get Your Gruen at Linz” 












Use Linz Conveaient Budget Payments 
Without Interest or Carrying Charges 


LINZ BROS. 


DALLAS HOUSTON 
<The South's Greatest Jewelers” —Est. 1877 











the retail jewelers of America are expected to sell more 
than $75,000,000 worth of merchandise—approximately 
twenty-five per cent of the total sales of a year that has 
been the industry’s best, certainly since 1930 and possibly 
since 1929. There is evidence on every hand of more 
widely distributed buying through increased dividends and 
heavier pay envelopes, supplemented by the distribution of 
approximately $355,000,000 in Christmas Club checks to 
7,500,000 depositors throughout the nation. 

All of which leads to one inescapable conclusion: 


namely, that December, 1936, is a month in which every 
jewelry merchant should bring his heaviest advertising 
into play. December is his harvest time and advertising is 


his tool. 


Certain merchandise is offered at specific prices in the 
advertisements reproduced on this page. Each advertise- 
ment tells the reader one thing or a set of related things 
which he will remember. 
width by five and a half to eleven inches in depth, none of 
the advertisements is large, and yet each awakens desire to 
possess some fine article of utility or adornment. 

Illustrations, halftones in one instance and line cuts in 
the others, are used effectively. Each wrist watch, jeweled 
clip, ring, bracelet or other object is described and priced 
non-competitively. 


By Frank White 


= now and Christmas 








Jewels with a purpose 





An exquisite sparkling little bracelet 
watch is a gift with which Santa Claus 
vastly enjoys surprising his very special 
favorites. The dainty watches that we 
are showing sre not only superb jewels, 
fairy-like works of art in platinum and 
diamonds, but they also comport them- 
selves as timepieces in a manner worthy 
‘of their aristocratic setting. 










They are priced from 
$100 up 















The LORING ANDREWS Co. 


117 East Fourth Street 
Jewelers—Silversmiths—Importers 



















A dainty bracelet watch invites purchaser at- 
tention. 




















Measuring two columns in 
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By Albert Weisberg 


‘Ve need for straightforward 


advertising, easy-reading, easily-seen copy becomes espe- 
cially urgent at holiday-times. It is at that time that the 
holiday trade comes in of course, but it is at that time 
also that the jeweler is presented with what amounts to 
a priceless opportunity to bring into his store a brand-new 
set of accounts, a fresh clientele, that is going to be the 
force that will infuse the life-blood of business into that 
store the year round. It is vital that this new clientele be 















10 5195 15 5105 
BANG Gian res pra 


CASE como ie WEEELY... te nent Gage 


BROWNS 


aeums - ornows - siVEEEnS 














Nothing is left to the prospect’s imagination in this 
straightforward advertisement. 


impressed favorably and immediately with what your 
store has to offer. 

It is in your advertising promise, which you will follow 
up with the promise made good in the form of reputable 
trade known products that have the prestige of years as 
well as those products of manufacturers whose consistent 
nation-wide advertising and exploitation have created pub- 
lic acceptance beyond a doubt, that you will make and 
hold this clientele, and not only hold them but have them 
spreading the word of confidence in your establishment. 
The best advertising copy is powerless in making business 
endure, in the face of an inferior product. 

(Please turn to page 43) 
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A smart presentation 
with a forceful credit 
theme. 
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The catalog appeal 

where extensive use of 

illustrations offers a 
wide range of gifts. 


Plentiful use of white 

space and_ institutional 

copy delivers a forceful 
message. 
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“Circus” Sortman 
who has charge of 
trophy sales. 


Right—One order for trophies from the 
American Educational Press. 


Below—Announcement board at the 
race track showing trophy for that 
day. 


or ae 


ei die lal 


Suter trophies for athletic 
events and for many other occasions is a part of the 
jewelry business which is not given the attention it de- 
serves by some of our retail jewelers. 

That this business can be developed on a paying basis 
and at the same time increase the sale of other jewelry 
merchandise through added store traffic and outside con- 
tacts is fully demonstrated by the success of the Harring- 
ton Co., Inc., 84 N. High St., Columbus, Ohio. But this 
cannot be done by waiting for trophy sales to come, un- 
solicited, to the store in volume enough to make such a 
department a big success. 

“Well, then,” you ask, “how can it be developed ?”’ and 
Dana Harrington, head of this fine jewelry store, answers 
this question briefly and to the point. 
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“Our trophy business has been developed to its present 
high standard by going after it in the only way, we 
believe, that it can be successfully done. 

“Some time ago Earle ‘Circus’ Sortman joined our staff 
as a salesman and today he devotes practically his entire 
attention to this department. There he is now, talk it 
over with him.” 

Mr. Sortman, who is known far and wide in Columbus 
and surrounding territory as ‘“‘Circus,’”’ was formerly a 
newspaper man and knows the sports editors of the 
Columbus newspapers and many other sports editors in 
other nearby cities and towns. He is thus in a position to 
know about forthcoming athletic and social events and he 
makes good use of this acquaintance. “Circus” is on the 
job after trophy business early and late and he certainly 
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Harrington Co.'s store 







shows results. His business card states that his hours at 
the store are 11 A.M. to 1 P.M. and 4:30 P.M. to 
5:30 P.M., and this is a statement of fact, for his time 
is occupied in large part outside the store. 

“How do you get all this trophy business?” we asked. 

“Circus” smiled and his answer was to the point. 

“By going after it,” he replied, and by that he meant 
just what he said. From morning to night he is on hand 
at athletic events, at the meetings of the Jockey Club, at 
this and that event where he has sold or expects to sell a 
handsome trophy. 

He contacts the managers of baseball, football, bowling, 
tennis, and other teams, learns where and when games 
are to be played and then gets to work long before the 
games are scheduled to be played. He is full of excellent 
ideas to help make tournaments a success and works with 
the committees in charge of the various events. 

Take, for instance, the annual Spring and Fall meet- 
ings of the Jockey Club. During the racing season he 
sells a trophy each day that the races are held and here is 
how he’ does it. He selects some particular race each day 
and then makes out a schedule for the racing period. His 


next move is to go to some important business concern in 


Columbus and sell the idea of giving a trophy for that 

event. The trophy is, of course, purchased from the 

Harrington Co., “Circus” gets the sale and the concern 
(Please turn to page 45) 


Two large trophies purchased at the 
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Holiday Trade Starts 


S this issue goes to press, the 
jewelry trade throughout the 
country has already begun to feel the 
strong impetus of the holiday trade. 
Reports from all sections of the coun- 
try indicate that the Christmas trade 
this year will exceed any year since 
the beginning of the depression. 
Not only are sales showing a steady 
increase in number but there is a 
marked trend toward better quality 
merchandise and it is anticipated that 
many fine pieces of jewelry will be 
sold this season. Sales of watches and 
silverware are already far ahead of 
predictions and the retail jewelers of 
the country are looking ahead to a 
greatly improved showing when they 
close their stores on Christmas Eve. 
It is true that local conditions 
naturally affect the jewelry business 
in different cities to a certain extent 
but speaking generally it is safe to 
say that Christmas 1936 will be a 
merry one for the jewelers of the 
United States. 


® 


Vigilance Pays Dividends 


HRISTMAS is just ahead and 

now is the time when jewelers 
have to be particularly vigilant if 
they do not wish to fall victims to 
check swindlers, sneak thieves, win- 
dow smashers and a host of other un- 
derworld workers who select the holi- 
day period to devote increased atten- 
tion to members of the trade. 

At this time of the year a more 
than usual number of people are in 
the stores and vigilance is apt to be 
relaxed because of increased activity. 
“Slight slips in usually careful meth- 
ods—slips just long enough to allow 
a clever mind and nimble fingers to 
pull all kinds of tricks—tricks which 
leave you richer in experience but 
poorer in pocket,” says J. H. Noyes, 
secretary of the Jewelers Security 
Alliance, “result in losses that could 
otherwise be prevented.” 





ACROSS THE 


These crooks are already beginning 
to operate and their visits to jewelry 
stores will increase during the month. 
They come armed with new tricks 
and variations of old ones and must 
be carefully watched to prevent them 
from working successfully. 

Sneak thieves commit more crimes 
and cause larger losses every year 
than burglars. They usually work in 
pairs and often a woman is one of 
the team. Their tricks are legion and 
the slightest opportunity is seized 
upon and turned into profit for the 
thieves and loss for the jeweler. 

Now is the time to be on extra 
guard against strangers. Caution at 
all times is necessary but during the 
Christmas buying period it should be 
redoubled. 


® 


Better Advertising 


N another page of this issue ap- 
pears a set of advertising stand- 


’ ards favored by retail jewelers of 


Buffalo, N. Y., and vicinity, at a 
recent meeting held in that city and 
put into voluntary effect on Nov. 9. 
These standards are of particular in- 
terest to ethical jewelers in all sec- 
tions of the country and are well 
worthy of careful study. 

The code of advertising ethics, as 
worked out by the jewelers and the 
Buffalo Better Business Bureau, seeks 
to correct long standing trade abuses 
which have been fought with varying 
success by reputable jewelers in all 
parts of the United States. 

The code deserves united support 
not only from the jewelers of Buffalo 
but: wherever jewelers advertise their 
wares. There has been too much 
ballyhoo advertising in the past and 
any movement that is aimed to cor- 
rect this condition should be wel- 
comed in our industry. 

The suggestions given in the adver- 
tising standards favored by the Buf- 
falo jewelers are concise and to the 
point and the fact that so many of 
the retailers have voluntarily accepted 
them should have a good influence. 
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Diamond Prices 


FROM time to time articles appear 
in newspapers and magazines on 
subjects related to the jewelry trade. 
Some of these articles are excellent 
in every detail, but it often happens 
that statements are made which 
should have been more carefully 
checked. 

Such an instance occurred recently 
when an article which appeared in 
the Literary Digest gave prices for a 
good one-carat diamond. The article 
stated that: 

“During the lean years, for in- 
stance, myriad desperate owners 
dumped their diamonds into brokers’ 
laps as security for margins, sought 
to turn them into cash. 

“Because countless holders sought 
to do the same thing, or to sell, prices 
slithered downward. In 1926 (peak 
year for diamond prices) a good, one- 
carat diamond cost $625 on Fifth 
Avenue, in New York, or Michigan 
Avenue, Chicago. By 1929, prices 
had receded sharply. The ring then 
cost $500. In 1932, the ring had 
toppled to $225, about 36 per cent of 
its high. Currently, it costs about 
$375, about 60 per cent of its top 
value in 1926.” 

A careful checkup shows that the 
retail cost of a one-carat diamond 
which is a gem, blue white, varied as 
follows: 1926, $625; 1929, $850; 
1932, $500; 1935, $600; 1936, $725. 

On the other hand, there was a 
much greater devaluation of the very 
small stones which ran 80 to 100 to 
the carat. 

So many things enter into the 
value of a diamond: color, perfection, 
brilliance, cut and weight, that it is 
hard to make comparisons, but, ac- 
cording to a Fifth Avenue retail 
jeweler, anyone who has a gem one- 
carat stone should know that his dia- 
mond is today worth more than in 
1926. It would be impossible to pre- 
sent any set of tables showing varia- 
tions in value of a stone which had 
imperfections or poor color. 
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“ Will You Get Your Share? 
| as g tock dividends, bonus payments to employees, increased production and a sharp advance in retail 
a selling are a few of the headline statements in the daily press of the nation, indicating that this 
25. year’s Christmas trade will establish a high for any period since the depression. Retail jewelers have 
: : the opportunity to share in the sales, but they must advertise. 
| b A forward surge in Christmas shopping is already evident in retail jewelry stores throughout the 
country. Holiday buying this season has begun earlier than in any year since 1929. How much of 
the the public’s gift buying dollar will find its way into retail jewelers’ cash registers depends on the 
ol amount of selling effort used to quicken public interest in all wares in the retail jeweler’s stock. 
a Conditions have improved to an extent where people are again buying more and more of what they 
oll want rather than what they need, and this condition is sure to be reflected in jewelry store sales. 
ail Advertising which creates a real desire and which emphasizes the advisability of purchasing 
- worthwhile gifts of enduring value; window displays that will make prospective purchasers stop, 
lige look and purchase; carefully selected and attractively arranged store interior displays, direct mail 
‘n folders, a courteous word of welcome and helpful gift buying suggestions will go a long way in develop- 
re- ing more Christmas trade. Every retail jeweler can do this. Many jewelers can add radio broadcasts. - 
‘ia- _ During the next three weeks many thousands of dollars will be used for holiday buying. How | 
ad big a portion of the Christmas sales will come the jeweler’s way depends upon his selling initiative. | 
Do your best to get your full share. | 
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After ALp- 
~ B. J.D. 


LECTION is over - Metrp Christmas -the politicians are off the 
air. There was more sense to Amos ’n Andy - Merry Christmas” 
let’s all pull together - Merrp Christmas. 





Here’s to the jewels that glisten- Merrp Christmas -to silver- 
plate and sterling - Merrp Christmas. 


Here’s to glamorous, gorgeous, blue white and perfect cut 
Diamonds - Merry Christmas - clocks and watches that keep time— 
rings and chokers — lavalieres grand — bracelets, clips and purses, 
too- Merry Christmas. 


Extra help needed, longer hours - Metrrp Christmas -The adver- 
tising and windows are pulling—THE JEWELERS’ CIRCULAR-KEY- 
STONE helped a lot- Merrp Christmas. 





Jewelers’ blood is tingling, cash registers are jingling- Metrp 
Christmas-there’s joy in the air, this thing’s got in my hair 
Merrp Christmas. 









To manufacturers, wholesalers, importers, retailers - Merrp 
Christmas. 





There’s no sense to this at all, but I can’t keep from loving you 
all, so to dad and mother and kiddies, too - Merrp, Merrp Christmas 


AeA Kolb yb, 


Vice-President. 


to youand you and you. 
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WADSWORTH Belt Buckles, Tie Clasps and Collar Clasps . 


are made by the same skilled craftsmen who make 
Wadsworth Watch Cases for the world’s leading watch 
manufacturers. To suggest gifts of quality like these, pro- 
tects the good name you have established. They are priced 
fairly . . . to give your customers genuine value; to give 
you a reasonable profit. 


Notice the smartly engraved belt buckles .. . the graceful 
tie clasps . . . the beautiful, non-slip collar clasps . . . real 
selling features! Remind your customers, too, that 
Wadsworth gifts for men come only in precious metals— 


hardened Sterling Silver and Natural Yellow Gold. 


The Wadsworth Watch Case Company, Incorporated. 
Dayton, Kentucky. Offices: New York, 20 West 47th 
Street; San Francisco, 140 Geary Street; Chicago, 35 East 
Wacker Drive. 
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@ BUCKLES: Smart Sterling 
Silver belt buckles. Price to 
the consumer, $5.00; in Nat- 
ural Yellow Gold _ Filled, 
$6.75. 


@ TIE CLASPS: The newly 
designed Wadsworth Tie 
Clasps are long and graceful. 
Price to the consumer, $1.50. 


@ COLLAR CLASPS: Wads- 
worth Collar Clasps incorpo- 
rate a patented non-slip fea- 
ture. Price to the consumer, 


$1.00. 


@ SETS: Matched buckles 
and tie clasps may be ob- 
tained in fine satin-lined gift 
boxes. Price to the consumer, 
$6.50 a set; in Natural Yel- 
low Gold Filled, $9.00 a set. 


WADSWORTH 








Fashion Decrees— 
The World A ccepts 
PEARLS as the ideal Christmas Gift. 


For increased business feature 
MIKIMOTO CULTIVATED 
PEARLS, the perfection of man’s 
triumph over nature—cultivated in 
the living oyster—beautiful shim- 
mering Pearls of exquisite lustre and 
symmetry—gorgeously colored, 
perfectly formed—treasured heir- 
looms of the future—luxurious, yet 
easily attainable. Our seal guaran- 
tees every necklace or bracelet as 


~ GENUINE MIKIMOTO-—a pledge 


of quality to yu PY ete | eltimetticentag 
By { ike) 
Worrant of M Their Majesties 


Appointment of Japan 


GA Oe Oe ie 


If @ visit to one of our offices is not convenient, we invite your inquiry by mail 
Offices: New York, 630 Fifth Ave. Los Angeles, 649 So. Olive St. 
Chicago, 55 E. Washington St. 

Head Office: Ginza, Tokyo Branches: Kobe, London, Paris, Bombay 
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UNIQUE GEM FORMATIONS 


By S. RICHARD SHANNON 


—— valued at $168,000,000 
have been used in the minatures, appearing in the win- 
dow of the Bailey, Banks & Biddle Co., of Philadelphia, 
since January, 1934. 

August Klamt, the store’s designer and orginator of 
these unique reproductions explained it this way: 

“T have created, in the window, 280 gem formations, 
composed of 840,000 stones, varying from ten points to 
fifteen carats. Some of the jewels I have used many times 
over, nevertheless I value them in the aggregate, at 
$168,000,000. 

“All my pieces,” continued Mr. Klamt, “are done in 
natural colors and the principal gems used are the dia- 
mond, emerald, ruby, sapphire, garnet, topaz and the 
tourmaline.” 

Visualizing his model, Mr. Klamt selects the stones 
according to their various colors and shades. When the 
natural color scheme of his mental picture is obtained, 
he is ready to reproduce his model, in the window. 

Leaning in the window, with a pair of jewelers tweez- 
ers he deftly places the stones, one at a time, on a frosted 
mirror. The mirror is 18 inches long and is illuminated 
by an overhead spotlight. Mr. Klamt must compose the 
design backwards, as the mirror cannot be moved, after 
the creation is completed. 

It takes from eight to twenty-four hours to assemble 
a miniature. Most designs contain about 3000 stones, a 
few have run as high as 6000 stones. The less intricate 
ones are changed weekly. 

“Precious stones have their limitations when used in 
this manner, notwithstanding I try to make my design 
timely,” advised Mr. Klamt. 

During the last Red Cross drive Mr. Klamt repro- 
duced the Red Cross insignia in the window. A scarlet 
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cross, emitting sparkling rays, encircled by a halo of light, 
appeared on a frosted mirror, resting on black velvet. 
The word “Join” stood at the base. The elegance of this 
design made it commanding. People stopped—thought— 
and joined. “The cross,” informed Mr. Klamt, “was 
paved with 145 blood red, 2 carat Burma rubies. The 
rays of light were composed of 2000 ten point diamonds. 
Join was printed with 100 one point diamonds. The 
value of the gems was $60,000.” 

Mr. Klamt earned universal recognition for this mas- 
terpiece. The Red Cross Headquarters at Washington 
featured a picture of the reproduction in their national 
magazine. On file at the store are letters of both praise 
and inquiry, relative to this extraordinary piece of work, 
from all the important countries of the world. On a 
Saturday, 10,000 people viewed this excellent piece. 

(Please turn to page 41) 











Price... Quality 
and Design. . 


A Combination 
Embodying The Very 

», Principle of Present 
Merchandising/ 


COMBINATION 
DIAMOND 
CLIP BROOCH 


- EMERALD 
any DIAMOND 
BRACELET 


DIAMOND 
BRACELET WATCH © 


WwW. INC, 


) iamond Jewelry 
Pratinuy A i peer 
wW ta 


WE APPRECIATE THE OPPORTUNITY 
TO SERVE YOUR MENO NEEDS., 
SPECIAL ORDERS PROMPTLY _ 
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__ ESTIMATES CHEERFULLY GIVEN - 
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OFF-CENTERED JEWELS AVOID MONOTONY wy ca jaxooe 


Jewel designers are off-centering clip-brooches to add interest to the pieces. This is 

accomplished by reversing the principal part of the motif, as in the illustration at the 

top center and of the jeweled fish which are shown rubbing foreheads. The resultant 

effect is greater force and originality of line. Several star stones, especially popular 
at this time, are suggested in these original designs. 
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Unique Gem Formations 
(From page 37) 


Turning ship designer, Mr. Klamt created a $50,000 
diamond sloop and sailed it on a choppy sea, of blue 
sapphires with diamond white-caps. Above the yacht was 
the American and British Naval Ensigns. This graceful 
piece was to signify the International Yacht Races. 

“Christmas time,” smiled Mr. Klamt, “I always have 
a tree. It is a bit expensive, but ‘Christmas comes but 
once a year,’ so what’s $15,000. My garden is made of 
green and brown tourmalines and the tree of green 
emeralds, with a topaz trunk. Colors for trimmings run 
rampant with many jewels, at the top I place a diamond 
star.” 

Honoring the annual service football classic, he tried 
not to be partial, as the “middies” and the “cadets” are 
avid souvenir collectors. A gridiron was created with 
brownish topaz, the yard lines and goal posts were dia- 
monds. In the center poised the pigskin, made of brown 
topaz. “Billy,” the Navy goat, was made of tourmalines 
and with his diamond horns was charging the football, 
while the spirited Army Mule, resplendent with tour- 
malines was kicking his onyx black hoofs at the pigskin. 
Both mascots wore blankets, with their respective N 
and A on them. A $10,000 welcome to the boys. 

“Batter up” was the timely piece during the world 
series. Mr. Klamt aptly designed a baseball player, on 
the ball field, in full uniform. He was wearing a black 
onyx cap, with a ruby peak, a brown topaz shirt and 
pants. His belt was of diamonds and his spike shoes were 


onyx. His sweat shirt was made of red rubies and the 
bat slung over his shoulder, was yellow topaz. The home 
plate was diamonds set on an emerald green field. Worth 
at least a player’s share in the sum total of the world series 
melon. 

“T am oblivious to the people gathered about the win- 
dow when I compose,” Mr. Klamt said. “The heavy 
traffic at times is irritating, as the vibration will upset 
the stones; however, it is all in a day’s work.” 

“My first designs were made on a white card and 
many people came in the store and wanted to know ‘if 
the model was traced on the card with invisible ink.’ 
Then I changed to a mirror and still some skeptics 
ventured in and asked to know the ‘trick.’ “Now,” 
added Mr. Klamt, “I use a frosted oval mirror, assure 
everyone the model is carried in my mind.” 

Mr. Klamt has been designing gem formations for 
over fourteen years. He was affliated with Tiffany of 
New York until 1930, when he became associated with the 
Bailey, Banks & Biddle Co., of Philadelphia. 





“With jewelry and other retail stores showing marked 
increases over last year’s business, Christmas shopping 
generally may come even closer to the 1929 level,” Secre- 
tary of Commerce Daniel C. Roper stated at a recent 
press conference at Washington, during which time he 
spoke of the survey which his department has made in 
regard to the 1936 holiday business. “Reports from all 
sections of the country indicate that this business is show- 
ing marked advances over 1935.” 
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Having sold "The Star of Judmir" adver- 
tised in this space in September it is 
a pleasure to present this new gem— 


“THE STAR OF RANGOON” 





“The Star of Rangoon"—a recent im- 
portation which is now being offered to 
the trade for the first time. 


ISINOYVNW 








72.48 carats 
23/2 MM by 224 MM by 144 MM High. 
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"The Star of Rangoon"—an exquisite gem of rich dark blue color—a truly beautiful 
ae a of impressive quality—an exceptional value to the trade—to retail 
at $9,000. 


Star Sapphires—from pale tones to deep blue—unmounted or mounted in Cuff Links 
and in Rings for men and women—as well as other gems of unusual value and beauty 
are available from our stock at all times. We are prepared to cooperate with 
you at all times on whatever your requirements may be. 
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Christmas Advertising 
(From page 29) 


As for the advertising itself, several factors must be 
taken into account before the advertisement is finally 
placed before the public, The question of media is prob- 
ably the first, and hinging upon that are naturally the 
problems of layout, presentation, size and frequency of 
appearance. 

With the seasonal problem we have in mind and with 
the idea to remember that frequency is one of the most 
important factors in bringing jewelry before the public, 
we find that the daily newspaper is the best medium for 
advertisement of credit-jewelry, and that of the news- 
papers those having a mass circulation have been found 
to be the most effective. It is these newspapers that 
reach all classes, high, low and middle, and it is in these 
newspapers that advertisements have their greatest impact. 
We may suggest as an aside here a short seasonal direct 
mail campaign which will supplement your newspaper 
advertising and inject a more or less personal note into 
your appeal. 

The presentation and size of the ad will of course de- 
pend upon the nature of the jewelry that the store is offer- 
ing and ultimately upon the size of that store’s advertis- 
ing budget. It should be remembered here that a certain 
amount of brevity in the copy and a presentation of what 
are really the most important items for sale are vital. It 
is useless for the jeweler to blazon his entire stock within 
the space of a two-column fifteen inch ad, along with a 
lot of copy, usually in agate and entirely unreadable. Nor 
is it advisable on the other hand to limit one’s scope too 
much. Where the happy mean lies depends entirely upon 
the judiciousness of the advertising counselor and the for- 
bearance of the credit jeweler. 


Pictures can be used in newspapers to great advantage. 
Newspaper production has been improved to the point 
where even half-tones will show up well and it seems to 
the writer that there can be no more natural appeal in ad- 
vertising a diamond or a fine wrist-watch than to exhibit 
it in an ad, unadorned, and dependent entirely on its own 
natural beauty to attract the attention of the buying pub- 
lic, to make them realize that here is a product which 
plainly bears the mark of integrity which is the hallmark 
of its manufacturer. 


It is advisable that the jeweler not make the mistake 
of one-punch, slam-bang-withdraw advertising. By this 
the writer means the insertion of a double-truck ad on a 
Friday or a Sunday night and then complete and absolute 
disappearance from the news-columns for the rest of the 
week. Such dependence upon a single presentation, no 
matter how attractive this may seem to be at the time, 
and no matter how economical it may appear to be, is 
hopeless. It is the steadily-appearing advertising in regu- 
lar pieces that carries the appeal for the public and fixes 
the picture of your store’s logotype in their minds. Con- 
stant repetition in quiet, effective style has more effect in 
the end than a single blare of the trumpet and then abso- 
lute silence. Repetition will assure you that your ad will 
come to have the same familiarity for the buying public 

(Please turn to page 45) 
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THE CUSTOMER SERVICE 
ALL FIRST CLASS 
RETAILERS WILL OFFER 


Leading retailers in largest to smallest communities are 


ing to customers—accurate, proven knowiedge 
of their merchandise—better buying and selling meti- 
ods—greater financial stability due to increased projits. 
Increase your business by this and the display service 
furnished when examination is passed permitting the 
use of the emblem below. 


REGISTERED JEWELER 
(teat (3) er 


SIGNIFIES A NATIONAL RECOGNITION OF YOUR IN- 
TEGRITY AND A GENERAL SCIENTIFIC KNOWLEDGE 


of diamonds, other gems, precious metals and jewelry. 


now offer 








Your customer against unethical 
merchants. 

Your reputation. 

_.:Against expensive blunders. 


Protects 


[National approval of your ethical 
standing. 

Your knowledge of merchandise. 

Your diamond grading ability. 

Knowledge of economical mer- 
chandising. 


Proves 





Self-confidence. 

~~ position in commu- 
nity. 

Customer confidence. 

Increased profits. 


Builds 


Write today for descriptive pamphlet. 


AMERICAN GEM SOCIETY 
565 So. Alexandria Los Angeles, Calif. 
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ETHICAL DIAMOND AND GEM 
EXPERTS WILL OFFER 
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and their employees to offer—scientific knowledge—abil- 
ity to identify all stones, genuine or artificial, and metal 
alloys—an advisory service of the highest order. 
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YOUR EXPERT KNOWLEDGE OF DIAMONDS AND OTHER 
GEMS PLUS ETHICAL APPROVAL. 
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pose as experts. 
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Your customer against unquali- 
fied gem salesmen. 
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New opportunity for business. 
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A more preeminent local position. 


Wider reputation as an expert. 


Write today for descriptive booklet. 


GEMOLOGICAL INSTITUTE OF AMERICA 
3511 West Sixth Street Los Angeles, Calif. 
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Christmas Advertising 
(From page 43) 


that the daily comics have, although, let us hope, not the 


same comic implications. 

It might be well to mention here, in line with the 
policy of repetition, the institutional ad and the catalog 
type ad. It is a good idea for the jeweler to run what is 








a Ul 





called an institutional ad from time to time—an ad which 
presents very little merchandise, but does play up the fea- 
tures that make the store and its credit policy attractive— 
the ideas of service to the public, genuine values, absolute 
guarantees and the like. The catalog type ad on the other 
hand is a good thing for the jeweler to use when he is not 
concerned so much with good copy or class presentation as 
he is with placing before the public a large style selection 
in as economical a form as possible. Here too it is possible 
however to present an ad that will not seem cluttered or 
confusing even though all available white space is used. 

That I believe covers the more general aspects of the 
problem. It only remains now for the credit jeweler to 
take cognizance of the fact that he is no longer selling to 
yokels who may be fooled, but that he is selling to a value- 
wise public and that the size of his business is entirely de- 
pendent upon the integrity of his offerings first, and 
secondly upon the honesty, the effectiveness, the regularity 
and the size of the advertising which he uses. There are 
no surer guides in this matter than his advertising budget 
and the all-important seasoned judgment of his advertis- 
ing counselor. 

In conclusion the writer need only refer to the Irving 
Michaels Co. of New England, one of many whose policy, 
reputation and success positively prove that it can be done. 





Trophies for New Business 
(From page 31) 


donating the trophy gets the publicity in the Columbus 
newspapers for furnishing the trophy. 

In addition, “Circus” attends the races and arranges to 
have each trophy displayed at the judges’ stand together 
with an announcement on the bulletin board giving the 
name of the donor and the particular race for which it is 
given. He also arranges to have a formal presentation of 
the trophy to the owner of the winning horse. All of this 
is excellent publicity for the concern that gives the trophy. 

A year ago, “Circus” met with an automobile accident 
that put him in a Columbus hospital, but it did not stop 
the sale of trophies. He had a telephone installed at his 
bedside and the good work went on as usual. 

Insurance companies often honor some officer at a din- 
ner, fraternal associations elect new officers, field clubs 
hold special events. All these and many other occasions 
are opportunities for trophy sales. “Circus” always has 
on hand a supply of booklets and programs of forthcom- 
ing events where trophies may be purchased. He is con- 
stantly on the go after this business. Incidentally, he also 
secures many sales of other jewelry store merchandise. 

If you want to build up a good trophy business, do as 
Mr. Sortman does. Go after it. 
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Just Before Christmas 
By FRANK FARRINGTON 


[7 is in the ten days or two weeks just preceding Chris. 


mas that the net profit on the holiday trade mug be | 


made. 

Of any twelve items bought for the seasonal trade, jf 
only ten are sold, the net profit will be left tied Up in 
the left over two. Figure it out for yourself. For cop. 
venience take a dozen items averaging a retail selling 
price of $1 each. Suppose you paid $7.50 for the dozen, 
Suppose your selling expense is 30 per cent of your retail 
sales. To the $7.50 for the twelve add the $3.60 of sel}. 
ing expense on the lot. To buy, carry and sell them 
costs you $11.10. Sell them all and your net is 90 cents, 
Have two unsold at Christmas and unless you get full 
price for them later, you have handled the whole lot 
for fun! 

That means that the net profit of handling holiday 
stock is in the last sales. 

Here are some suggestions for stimulating the sales of 
the ten days immediately preceding Dec. 25, 1936. 

1. Make your window display carry a maximum ap. 
peal by showing in them a maximum of gift suggestions, 
Your early holiday display may have been arranged with 
a view to artistic effect. As Christmas draws near, make 
the artistic effect secondary to the suggestion of as many 
gift ideas as possible. Don’t crowd the arrangement. 
Keep the items separated, but avoid duplication and waste 
of space. People will be inspecting your window displays 
to see whether you offer anything that might fit the uses 
they have in mind. The more suggestions the window 
makes, the more sales will result. 

2. Men are proverbially last minute shoppers for gifts. 
Do all you can to interest them in buying earlier, but 
adjust your window displays and interior appeals by show 
card and otherwise to make specific suggestion to the 
male buyers. Go after the business from now until Christ- 
mas with advertising and display as if only men shoppers 
were in the offing. But bear in mind that the things they 
are going to buy will be for women. How to sell women’s 
things to men buyers is the how-to of last minute success 
in holiday selling. 

3. Seek to corral the Christmas shopping money of 
your employees and their families, as far as possible. They 
ought to be able to see the advantage in helping support 
the store that provides them with a livelihood. If they 
and their families do not favor your store with as much 
as possible of their Christmas patronage, it will probably 
be because you have not brought to their attention prop- 
erly the fact that you expect that, or at least hope for it. 
Attract them with special terms and prices. 

4. Make up some attractive merchandise orders the 
salespeople can offer to those customers who cannot make 
up their minds what to buy for certain people. Apart 
from sentiment, there is every reason why a merchandise 
order is a desirable gift. It is sure to result in getting 
something. that is wanted. 

5. Fill in the gaps wherever an article is sold and fill 
it in at once. You cannot afford to leave vacant at this 
time any good display space. 

6. Follow up all the items that are specifically Christ- 
mas goods, bought for the season and obviously left-overs 

(Please turn to page 51) 
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A transparent rule, such as the 


The rule is made from a piece 





one illustrated, is an important 





part of an engraver’s equipment. 


of flexible celluloid, but must 
be accurate, to be useful. 











THE ART OF ENGRAVING 


By W. KASSEL 


O BECOME a good engraver, there are several things 

essential. First you must be a good designer. If you 
are not that now, don’t be discouraged for you can become 
one by perseverance. Designing is not writing; should you 
be a poor writer don’t be disheartened for it may prove 
a help rather than a hindrance. When you construct 
a letter or monogram you do not write, you draw or 
design it, and some of our best designers are our worst 
writers. 

In order to be a good designer it is necessary to have 
constructive tastes. “These do not have to be inborn, but 
can be cultivated and assimilated. ‘The knack of taking 
two or more letters and entwining them so they are 
artistic in appearance is but a matter of good taste and 
practice. Good taste can be acquired and practice is but 
perseverance. 

Next in importance are proper tools; while many do not 
appreciate the fact, tools are half the battle. Too many 
engravers are handicapped by the lack of proper tools. 
Many a poor job could be avoided and much time saved 
by the use of the right tool. And the right tool must 
be sharpened correctly, if your victory is to be complete. 

Many engravers struggle along turning out poor work 
when just a little knowledge of how to sharpen the tool 
correctly would go a long way in the right direction. 
The sharpening of tools is everything. You should perse- 
vere with the thought that a well-sharpened tool is the 
first step to a good job, well cut. It is but a knack and 
calls for a steady hand and the will to persist until it is 
correctly sharpened. 

Good engraving is only experience in cutting with a 
correctly sharpened tool. When you have the right tool 
properly sharpened, you only have to learn to control 
and use that tool, and you are then an engraver. It 
should cut straight and curved lines, deep or light lines, 
wide or narrow lines, if you cannot do these things at 
will, you are either not using the right tool or it is incor- 
rectly sharpened. 

It is also essential to know how to take impressions of 
the engraving, and be able to transfer these prints to 
other pieces. This is the only correct way of engraving 
two or more pieces that have the same size and style of 
lettering. It is the only way you can duplicate so that 
each piece made will be alike. By any other method it is 
impossible to get exactness in size and style. Beside that, 
it’s a great time saver. 


Now we get to the cleaning and refinishing of the 
engraved article. This is also important, for this opera- 
tion can do much to improve a good job and will ruin 
it if incorrectly done. And again there is only that little 
bridge of knowledge to cross, ignorance to experience, 

There is nothing mysterious about turning out a good 
job of engraving. There are hidden secrets, but nothing 
incomprehensible about designing and engraving. It’s just 
a question of knowing the right way, the will to persist 
until you have assimilated the knowledge by practice; for 
practice is essential. 

To the best of my ability I shall endeavor to unfold 
these secrets, for your benefit, so you may become an 
engraver who is worthy of the name. 

We are now ready to purchase the tools needed for 
designing. We know good tools, properly taken care of, 
will last a lifetime, and will render service such as can 
not be expected from inferior grades. For this reason 


‘we will not only start off with the complete set but the 


best grade. 

We shall need a stick of boxwood 5/16 square and 6 or 
7 inches long. This tool when it is shaped shall be called 
the designing stick. Boxwood will be found superior to 
any thing else, it is hard, and with care it will not need 
resharpening for many years. Due to the fine texture of 
the wood, it is ideal as a marker for it will not scratch the 
finest finish. 

The four sides should be rubbed down with fine sand 
paper until all sides are nice and smooth. Both ends 
should be cut down to a point, the one regular, the other 
an extra long fine point. This can be accomplished with 
the aid of a sharp penknife, then finished down nice and 
smooth and round, on the grinding wheel. This marker 
will last a lifetime so don’t be afraid to spend a little 
time in making it right. Needing sharpening only every 
few years, this marker is a great time saver, and the cost 
of making it is so little. 

A steel marker is an essential, preferably one with the 
bent burnisher at the other end. This tool will then 
serve the place of two, one end for scratching in the 
designs, the other for burnishing out slips and scratches. 

A good quality camel’s hair brush, round, medium size; 
a box of talcum powder and a jar of engravers’ wax are 
needed. ‘The wax can be made by melting two parts 
tallow and one part white bees’ wax to which add a pinch 

(Please turn to page 60) 
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Diamond Prices Firmer in Amsterdam and 
Antwerp Markets 


Lonpon—Reports from Amsterdam and Antwerp indi- 
cate that the diamond markets there are settling down 
to the new conditions and. that large quantities of stones 
are being sold at prices which show a substantial advance 
on the values ruling two months ago, especially as regards 
good quality mélée and smalls. 

The continued scarcity of large stones in white and 
blue-white colors is becoming acute and prices are almost 
prohibitive. Especially does this apply to the fancy shapes, 
such as emerald-cuts and navettes. 

Business has become rather difficult, owing to the price 
raise in nearly every category—smalls and mélées being 
dearer by from 5 to 10 per cent—due principally to the 
higher wages now received by the Continental European 
diamond workers. The scarcity of good stones is now 
most marked in the larger sizes from carat stones and 
upwards, in fine colors. 

According to Backes & Strauss, diamond merchants 
here, the better demand for stones of quality now being 
felt from every part of the world has tightened up values 
appreciably, and still higher rates are predicted for the 
very near future. 

The improvement in the retail end of the industry is 
now well maintained, and the market generally, both in 
rough and polished, is firmer than for a number of years. 
Yuletide business is already under way and the retail 
jewelers, who have restocked in bigger volume than since 
1928, are quite confident, as a result of the increasing 
public interest being taken in good diamond jewelry, that 


sales are going to be the best since the depression hit the 
country a few years back. 


Just Before Christmas 
(From page 46) 


if on hand after Dec. 25. Those are the goods with the 
must-be-moved rule hanging over them. See that every 
sales person takes an interest in selling them while they 
can still be sold at a profit. If they hang fire at the last 
minute, don’t hesitate to lower the price to any customer 
who shows an interest in buying. Move them now, for in 
two weeks they will be as dead as the ancient Pharoahs— 
almost. Some items that cannot be moved otherwise, can 
be combined with more salable things and so disposed of. 

7. At all times have some high priced items in the 
window. All conditions of people are buying presents 
and every day some window shoppers will come along 
who can buy the best in diamonds and watches, as well 
as some who must be content with dollar purchases. 

8. Be sure your store has decorations that give it a 
real Christmas atmosphere. It is not enough that the 
merchandise is bright and beautiful. The holiday spirit is 
needed to stimulate people in developing a Christmas 
shopping interest and regarding the store as a seasonal 
shopping center. Be liberal in the use of holly, evergreens, 
poinsetta, Santa Claus, but avoid the cheaper type of 
decorations used in the 5-and-10-cent store. Strengthen 
this Christmas atmosphere as Christmas approaches, 
rather than let it weaken. 
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PRESENTS 


CORT WATCHES 
“Timepieces of Distinction” 


Already we have received fine re- 
ports from retailers carrying this 
new Companion to our well- 
known line of ““ACE” watches... 
and we are proud of our success- 
ful progress. 


CORT WATCHES 


A truly beautiful, popular priced 
line of time-pieces — attractively 
styled in quality cases, carefully 
cased and accurately timed by ex- 
pert watchmakers. 


CORT WATCHES 


Offer you a profitable and salable 


line. Our representatives are now 
covering their respective territories 


and will be glad to call on you... 
your inquiry is invited. 

This is definitely an ““ACE” year 
for “CORT WATCHES.” 
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ce Watch 


CORPORATION 


80 Nassau St., N.Y. 


The Ace Watch Corporation’ has adopted 
the name “Cort Watches” as of Novem- 
ber 1, 1936, and claims the right to the use 
of this name on watch movements, dials, 
cases, boxes and advertising. 
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Do You Need A Last-Minute 
Idea for A 


CHRISTMAS WINDOW? 


Then let the Retail Display Service help you. 
Just send check for five dollars, and you'll re- 
ceive by return air mail two designs for beautiful 
Christmas windows. Or, you may have designs 
for one Christmas window and one New Year’s 
window. Better windows will help you better 
your best sales record! 


You won’t receive a lot of cards and ribbons and 
miscellaneous “properties,” but you will receive 
the most valuable of all window helps—original 
ideas! Here’s what’s coming to you: 


ey Two original designs, adaptable 
for windows of any size or 
shape 


a Detailed, easy-to-follow direc- 
tions for executing the settings 


a] Directions for the arrangement 
of merchandise 


a Copy for the display cards, and 
suggested layouts for these 
cards 


The Retail Display Service is available to only 
one jeweler in each city. Orders from jewelers 
in cities where subscribers are located will not be 
accepted. For this special Christmas offer, only 
one order will be accepted from any one city. 
To avoid disappointment, send in your order 
now! Be sure to indicate whether you want two 
designs for Christmas windows, or one for: a 
Christmas window and one for New Year’s. 
Orders will be filled on the day received, and 
designs will be sent air mail. 


RETAIL DISPLAY SERVICE 


POLLY PETTIT, Director 
RCA Building West 
Rockefeller Center New York City 


ISSA ASIA SISAL AISALAL Ala ala, 
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Historic Emeralds Win Attention in Two 
Greatest Cities 


MERALDS were much in the news last month. In 
London, Mrs. Wallis Simpson wore an emerald and 
diamond necklace and matching clip earrings at an im- 
portant social function, and the famed Devonshire emerald 
crystal, the largest stone from the Muzo mines, Colombia, 
weighing 1347 carats, was displayed at the Natural His- 
tory Museum, where it will remain on public exhibition 
for at least a year. 
In New York, Marcus & Co., 671 Fifth Ave., re- 
flected the magnificence of the current social season with 





Unusual window display, featuring emeralds, Marcus & Co., Inc. 


a $2,000,000 exhibit of emeralds, including gems in the 
rough, antique carved stones and cabochon and square cut 
jewels. Two pieces of historic interest were shown: a 
large emerald cameo of the head of Julius Caesar, which 
belonged to the Bonapartes of France, and a corsage 
brooch, formerly the property of the Empress Josephine. 

Attention was called to the remarkable exhibition by a 
striking display, created in one of the invisible glass win- 
dows by W. Bayard Okie, Jr., nationally known display 
designer. The scene showed a South American Indian 
temple, before which was a sacred well, into which, ac- 
cording to legend, the pious would cast their most beauti- 
ful maidens and their emeralds and gold. The figure of a 
Mayan priest was depicted offering an emerald as a votive, 
a box at his side was filled with the gems, and pieces of 
emerald matrix were shown nearby. 

Marcus & Co. published an attractive, well-illustrated 
little volume, ‘““The Story of the Emerald,” simultane- 
ously with the display. The booklet is the third in a 
series, others of which were “The Story of the Pearl” and 
“The Story of Star Stones.” 

The Devonshire emerald, displayed in London, was 
given by Pedro the First, emperor of Brazil, to the sixth 
Duke of Devonshire in 1831, and has been in the posses- 
sion of the Devonshire family ever since. 





Western Clock Co. Becomes Westclox Division of 
Holding Company 

La SALLE, Itt.—A statement of intent to dissolve the 
present corporation known as Western Clock Co. was 
filed with the Secretary of State of Illinois Nov. 7. With- 
out changing the character or continuity of the business 
or its capital assets, ownership or management, it is pro- 
posed to continue the business under the name Westclox 
division of General Time Instruments Corp., which here- 
tofore as a holding company held.all the stock of the com- 
pany. Relations with the trade and policies are unchanged. 
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reetings ana ‘Best 


Washes for a Happy 
and Prosperous 


NEW YEAR 





834, Ligne Rhinestone Sau- 
toir Watch—7 or 15 Jewels 





Curved Strap Watch Rolled 
Gold Plate Case 7 or 17 Jewels 


““TimePiecesT hat Satisfy” 


LOUIS WATCH CoO. Inc. 
580 FIFTH AVENUE 
NEW YORK, N. Y. 
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Individuality 
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18K Yellow Gold 17 Jewel % ” ' : , 14K Yellow Gold | 
White Sapphire Facetted Crystal - 17 Jewel | 
HIGHEST GRADE SINCE 1886 | 
NORMAN M. MORRIS 


INCORPORATED 
608 FIFTH AVE. NEW YORK | 
ee ” oe Siaiadinieieiens — 



































SOMETHING NEW! HONESTY is not a virtue 


-It is good business. 
ok POWDER LADLE FOR OVER 40 YEARS J. B. COOPER 


rane baer has supplied the jewelry trade with purest 
| and finest PLATINUM, Irid-Platinum, and 
Gold obtainable. 





FOR OVER 40 YEARS J. B. COOPER 
has paid the highest prices for Sweeps and 
Scrap Gold. 


PATENT DES. NO. 100.770 COOPER’S policy of fairness and ae- 


Made of Sterling Silver, packed in a velvet curacy continues unchanged or always 


lined display box to retail at 50 cents each. ° ° 
This ladle is made in miniature size to fill a making new friends. 


Compact. The bowl of the ladle is designed to 
get all the powder without waste. 


An attractive display card with each initial JOSEPH B. CooPER & SON 


order. 
” OPERN 
CHARLES GRABHORN Wim 26 John St., New York 


Manufacturer of : 
GOLD and SILVER NOVELTIES Factory: Brooklyn, N. Y. 
4-6 WASHINGTON PLACE y 








Near Broadway YY Oo : ; 
NEW YORK ur reputation is our success. 
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Fashion Dictates Magnificent Jewels 
on or not there is a sympathy between 


fashions and the state of the world’s affairs, a new 
magnificence in fashions has appeared, rivaled only by that 
of the troubled times of the Renaissance. The new era of 
sumptuousness and wealth emphasizes, above all, jewels 
and more jewels. 

The fashion for jewelry is not limited by age. Debu- 
tantes are blossoming forth in pearls, as befitting youth, 
in discreet jeweled necklaces, bracelets and clips. Older 
women are letting themselves go and are indulging in 
beautiful matched ensembles, in perfect separate pieces or 
in single pieces that can be transformed into others. These 
lovely jewels are being worn everywhere, for lunching, 
for teaing, informal and formal occasions of all kinds. But 
the smart woman uses taste in her choice and does not 
wear them all at the same time. 

The vogue for black and sombre colors for costumes 
has brought colored precious and semi-precious stones into 
prominence, many of which have not been used for years 
by the fashionable jewelers. The topaz in its many shades, 
zircons, aquamarines, star rubies and star sapphires are 
adding their brilliance to the opulence of present-day 
jewelry. And, of course, there are always rubies, emeralds, 
sapphires and colored diamonds. The jewelry designers 
are giving us splashes of color set off with the scintillation 
of white diamonds. 

Bracelets form an important group. For daytime wear, 
fashion favors heavy gold bracelets, sometimes set with 
gems, flexible gold or platinum bracelets with jeweled 
clasps, or with clasps fashioned from two clips that can be 
worn separately, and gold chain or link bracelets ad 
infinitum, that are very smart with tweeds and sports 
clothes. 

For evening, the formula for bracelets is as many on 
one or both arms as you like. After dark, jewels really 
burst forth in all their glory. The new evening gowns 
with their low decolletages look bare without necklaces. 
Bracelets, rings and clips or brooches (if a necklace is not 
worn) are de rigueur. The height of elegance is the 
matching evening ensemble of necklace, bracelets, earrings, 
clips and ring. 

Brooches are very much back in style. The new types 
are sometimes composed of clips or may be used as clips as 
well as pins. Clips continue more resplendent than ever. 
Some turn on swivels and point up or down, depending 
on where they are worn. 

Watches have come in for a great deal of attention. 
Much ingenuity and beauty are shown in their designs 
and one finds watches in rings, watches in the clasps of 
wide flexible bracelets, clip watches, fob watches, as well 
as wrist types on handsome bead or diamond set bracelets. 

Today jewels are boldly showing their faces. Bracelets 
and watches are being worn over gloves. Even rings may 
come to it some day if women follow the example of 
Marlene Dietrich, who displays her priceless emeralds 
over the finger of her glove. Jeweled buttons fasten eve- 
ning wraps. Evening bags again display elaborately 
jeweled tops. 

Fashion is jewel-minded. It is not only good taste to 
wear jewels but it is a dictum of fashion. Beautiful 
clothes, to achieve perfection, need beautiful jewels. 
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WANTED! 


‘THE BENRUS WATCH COMPANY 
will require 3 or 4 new salesmen in 
1937 to service the greatly in- 
creased business developed this 
year and to keep pace with in- 
tensified advertising next year. 
® Rich, productive territories open, 
with opportunities to earn big 
money. ® Experienced, outstanding 
salesmen wanted—men who know 
the jewelry business and can make 
a real contribution in assisting 
Benrus customers. ® Write or 
phone. All inquiries will be kept 
strictly confidential. 


BENRUS 


WATCH COMPANY 


200 Hudson Street, New York City 


Telephone: WAlker 5-5000 
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SALESMEN 

















or Last Minute Bu 


Take advantage of my extensive and 
diversified stock for your quick requirements 
Wa R i 


Br Br 
@] A T 
i Oc Ce Cc N R 
H L H A 
. Es Ts "~ . Ps 


s 
LOOSE DIAMONDS 
WRITE © © e¢ WIRE © ee ¢ PHONE 


SOLE DISTRIBUTOR 


RAYMOND 


WATCH CO. 











RAYMOND 
ABRAHAMS 


551 Fifth Ave. 
NEW YORK, N. Y. 


PHONE 


VAnderbilt 3-0457 
I saiidamaammainas — 


A NEW DEAL 


FOR 
IMPORTERS & WHOLESALERS OF WATCHES 


Buy Direct from the Manufacturers 


A complete line of Movements in all of the 
popular and staple Sizes, Shapes, and Jewels. 
A quarter of a century of watch manufactur- 


WYLER 


DUOTRIC 
ee 


























SMASH 
HITS! 








— "0. 4800 ing is your guarantee of accuracy and quality. 
We Do Not Sell To Retailers 
Typical demonstration of Wholesalers and Importers can buy with the 
ese eae positive assurance that we will not compete 
S & S value-giving ability. with them. 
Your own trade name imprinted on Dials without 
es . ses : extra charge, on reasonably sized orders. 
No. 4501. Initial Ring. No. 4502, — yr g- A full stock in our New York offices enables us to 
10K yellow gold. Sterling 10K yellow —— render prompt service at all times. A large Material 
ee ea ae Onyx set with 2 Genuine Department is maintained assuring our customers inter- 
— diamonds. changeable watch parts. 
With 10K yellow gold in- Above with genuine Onyx. Som ples 
itials 35¢ extra. $5.20 net. 
and Prices 
SPEAR & SUSSKIND 4 Ligne Round 6% Ligne Round 


Manufacturing Jewelers Cc hase Watch Cor p. 


7 EDDY STREET PROVIDENCE, R. I. 68 NASSAU STREET, NEW YORK 


Factory—Bienne, Switzerland 
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Engine Turning 
By Marcet D. KRAMER 


FTER diligent inquiries at the New York Public 
A Library, and with the help of competent attendants, 
the conclusion was reached that nothing relating to engine 
turning existed in the English language or its counterpart 
in French “Guillochis’”’; its very name is completely ig- 
nored by all the encyclopedia, even the technical diction- 
aries are mute, although the word “engine-turned”’ is used 
extensively in publications pertaining to jewelry and jewel- 
ers’ advertisements from New York to San Francisco. 

So, unable to find any documents on engine turning in 
New York, I wrote to Paris, the cradle of so many artistic 
inventions, and received a letter from Mr. Gavagnin, di- 
rector of the Hotel Restaurant du Pavillon Henri IV, to 
whom I owe the information noted below. Louis the XIV 
had mastered a trade. He was an expert locksmith and his 
hobby was to busy himself in a workshop built to his order. 
The tools and machines were of regal elegance. 


The Musee National des Arts et Metiers possesses a 
Louis XVI lathe. It is very beautiful, but is dwarfed so 
far as ornamentation is concerned by the admirable engine 
turning lathe in the museum of the Pavillon Henri IV. 


The engine turning lathe of Louis XVI is signed Wolf, 
the chase ornaments are from Gouthiere, the celebrated 
artist caster and collaborator of Riesener and Clodion. 
Gouthiere made the most perfect representation of Louis 
XVI’s style (exemplified in his famous lantern at 
Trianon). 


The engine turning lathe mentioned above is made of a 
solid mahogany bench, the main part is a quadrilateral 
cradle in chased bronze supporting a cylinder consisting of 
ten wheels with notches of different sizes, whose functions 
are to form the engine turning patterns. To the right of 
the main part is a rest of gilded bronze and chased also, 
bearing the royal arms in a medallion. To the left is a 
transmission wheel in mahogany and gilded bronze, sup- 
ported by a column. 


An engine turning lathe is a tool of large dimension used 
to ornate metals with engine turned patterns or Guillochis. 
Engine turning can be so defined as ornaments made of 
lines symmetrically undulated, overlapping or parallel. The 
name “Guillochis” comes from the inventor, Guillot. 


The fact is that Louis XVI by his possession of an en- 
gine turning machine proves he was not an ordinary lock- 
smith but an artist. His locks were no mere matter of 
facts, useful articles, but skillfully ornated and engine 
turned, doing honor to the highest traditions of individual 
French industry. No two were alike and his magnificent 
products can be admired in the Musee Le Secq at Rouen. 


Do not forget, if you visit Paris, to see the engine turning 
lathe (Tour a Guillocher) at the Hotel Restaurant du 
Pavillon Henri IV, St.-Germain-en-Laye, in the parlor 
where Louis XIV was born. 


The A. Lee Brown Co., which conducted a retail busi- 
ness for 25 years in the Brant Hotel block, recently took 
possession of its new quarters at 323 S. Saginaw St., 
Flint, Mich. The store has a wine-colored mirrored front. 
concealed display case lighting, and modernistic interior. 
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WIDOWS 
GENTLEMEN 
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TWO RINGS IN ONE 


’ — 
The yellow gold band 
represents the wedding 
ring; the white yold band 
indicates a separation. 
_ either by death or divorce. : 
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Important Announcement—lIndex Ring 

Our NEW FINGER RING (Patented) designed for 
young girls and ladies, also for men, is now ready for 
delivery. The ring is made with the wide or inner band of 
WHITE gold and the narrow or superimposed band of 
YELLOW gold, to be worn on the index or fore-finger of 
the right hand, while the “Widow’s Mite” Ring is made 
with the wide or inner band of yellow gold, the outer band 
of white gold, to be worn on the index or fore-finger of the 
left hand. The yellow gold band of the new ring is plain, 
but can be attractively engraved with the initials or name 
of wearer without extra cost. Patented and Registered in 
the United States and Foreign Countries. 


Llp ame 
WHITES 
Ng 



















JAMES A. DRILLING CO. 
Semi-Precious Stones 
87 Nassau St. CO-7-4218 New York 
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Silverware Selling 
for the 


Retail Jeweler 


By Joseph D. Little 


The first principle 


of salesmanship is to create, first, an interest in the article 
one has to sell; second, an appreciation of its value to the 
buyer, and third, a desire for it. Much depends upon the 
men who come into personal contact with individual cus- 
tomers. A store may be ever so well equipped, with goods 
well selected and displayed, with terms or prices favorable, 
but if that store lacks good salesmen, it cannot be a great 
success. 

The first impression a customer receives upon entering 
a jewelry store, or any store for that matter, is lasting; 
and the proper approach is important. After a cordial 
“Good Morning,” a pleasant greeting of “May I be of 
help to you?” or, “May I have the pleasure of waiting 
upon you?” certainly creates a favorable impression. 
Whereas the opposite impression is made when the in- 
quiry “Do You Wish Something ?”’ is asked and is often a 
rebuke resented by a customer. 

Of course one wishes something, otherwise one would 
not have entered the store. The blunt “What Will You 
Have?” greeting is of no avail since the customer does not 
as yet know what he would like until the salesman has 
courteously created a desire for some article. Again, ‘‘Yes, 
sir’ (in a short, snappy tone), “Do You Wish Some- 
thing?” This is both an inane as well as a blunt form of 
approaching a customer who enters a jewelry store and is 
perhaps already occupied in looking over the stock in the 
counter or display cases. 

From the moment a customer enters a store he should 
be treated as a guest—for surely he is a most welcome 
guest. If his name is known, do not forget to call him by 
name, as that immediately creates a friendly feeling and 
makes him feel that he is welcome. True, a salesman’s 
motive may be misconstrued as an intrusion and his ap- 
proach may be greeted by the customer with silence or 
possibly by an air of indifference ; nevertheless, nothing has 
been lost by being pleasant and maintaining a bearing of 
dignity and self-trust. 

Courtesy begets courtesy, and in no other human rela- 
tionship is this more evident than in the matter of buying 
and selling. A prominent retail jeweler recently remarked 
that the lack of interest on the part of salesmen in han- 
dling customers resulted in larger losses of sales than any 
other one thing. 

When a customer is in a store and expresses an interest 
in any article, then it is certainly up to the salesman to 
show that article, regardless of whether the customer is a 
present or immediate future buyer. The salesman who is 
indifferent or careless cannot expect to win or to hold his 
trade. If his attitude is that he is obliged to work for a 
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given number of hours a day, doing only what is required 
of him, he is on the wrong road for success; on the other 
hand, if he really enjoys merchandising and gets real 
pleasure by adding to his fund further information con- 
cerning the wares he has to sell, he will avail himself of 
every opportunity for improvement. 

Many sales are lost by diffidence, a ‘Don’t Care” atti- 
tude on the part of the salesman. Some salesmen approach 
a customer in absolute silence and a cheerless spirit that 
suggest physical lassitude or mental indifference, and noth- 
ing but a poor impression is made with such a start. A 
salesman’s words and manner must inspire confidence. 
Approach a customer with both a pleasant manner and an 
expression of some animation, with “May I be of service 
to you?” It is not enough for a salesman to be so 
meagerly informed upon his subject that all he can say 
about it is “It’s a pretty thing,” or ““Here’s a dandy,” or 
“This is a peach.” The customer may have very different 
thoughts about the matter. But briefly, be able to ex- 
plain the construction for durability. If it is a piece of 
jewelry, state its suitability to be worn for many dif- 
ferent functions. If the article in question is one of 
beauty or utility of sterling silver, explain how it is made, 
how it is decorated, and the customer soon learns that 
here is a salesman who knows his business. As a salesman 
begins to learn more about the line he is selling, he will 
become more and more enthusiastic and anxious to learn. 
It is the salesman who knows his merchandise that is 
climbing up and he it is who sooner or later is destined 
to become a manager of a department. A salesman should 
love work for work’s sake, and have such a keen interest 
in his line and in his customers that the suggestion of the 
element of drudgery will be entirely removed from his 
occupation. There are men so constituted that they really 
enjoy any work that engages their best efforts. Money 
and merely taking orders are with such men secondary. 

It can be taken as a business axiom—one never buys 
anything until he has sufficient information about it to 
cause him to desire to possess it. People always buy that 
about which they have the most information. This means 

(Please turn to page 112) 
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The New Year will bring new. . . and 
renewed ... evidence to further justify and 
seal our pledge of leadership patterns, de- 
signs .... and merchandising cooperation. 
Look to Wallace in 1937. 
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CONCORD 
Footed Sherbets 


IN OUR POPULAR 
CHIPPENDALE LINE 





In corners—set of four Footed 
a. 4” wide, 2” high. 


At center — Sterling Pgs y= 
Serving a td 3” high. 


Our ‘ ‘Distinctive’ 


Concord Silversmiths offer the jeweler a Christmas com- 
bination that can’t be beaten for beauty and economy !— 
a set of four Footed Sherbets, together with our Chippen- 
dale Serving Dish as a Sterling Silver Dessert Set. Their 
size—see dimensions, their beauty, their price (less jewel- 
er’s 50% discount) guarantee a “happy ending” to the 
customer’s search for a gift that will be valued. 


Set of four Footed Sherbets $16.00 
List 

Chippendale Service Dish $24.00 
List 


Subject to 50% Discount 


CHIPPENDALE 
S p € ¢ tals 


Upper left — Com- 
pote Dish—height 
3%”, width 5%” 
—$10 each. 
Lower left—Bonbon 
Dish—height 14%”, 
width 5%”’ — $6 
each. 
Upper right—Ser- 
Dish (an- 
view) — 
height 3°’, width 
8’"’—$24 each. 





Lower right — Al- 

- mond Dish—height 

%”’’, width 2%’’—- 

$21.60 doz. 

All prices suhject 

to 50% discount. 
me 
Se, 


’ ‘ > 4 OUR 50% DISCOUNT POLICY 





In order that the jeweler may increase his op- 
portunities with Sterling, we have adopted a 50% 
H discount on all Concord Flat and Hollowware. See 
your Concord representative for our complete line. 
Don’t Forget 


the “Chubby” 
Last Months’ ‘‘Dis- 
tinctive,’’ the scien- 
tifie Baby Fork and 
Spoon, will help a 
lot of people te 
make some baby’s 


Mail your order now to 


CONCORD 


SILVERSMITHS CORP. 
Concord, N. H. 


New York Office, 347 Sth Ave. 


Christmas a happy 
one. 
Old Hampshire 
$2.00 each List 
Thread Pattern 
$1.75 each List 
Subject to 50% 
discount 














CONCORD SILVERSMITHS CORPORATION 
Concord, New Hampshire. 


Please send the following Chippendale 
pieces at the price quoted in your advt.—............... eee eeeees 
Company 
Address 
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The Art of Engraving 


(From page 48) 


of pulverized red rouge. Stir same until well mixed and 
pour in small flat glass jar to harden. The container 
should have a cover, if kept open the dust and dirt will 
cause it to scratch when applied. If correctly made, 
it should be fairly firm, and spread smooth and even, If 
too sticky add more bees’ wax, if too hard more tallow 
is needed. The formula varies in different sections of the 
country depending on the climate conditions. 

A four inch steel spring dividers with a sliding nut, and 
a German silver compass with a steel point in one end 
and a box wood point inserted in the other are of 
importance. 

A good transparent rule will prove a worthy friend, 
The one illustrated made from a flexible piece of celluloid 
is very practical and can be made with some effort, and a 
great amount of care. A sharp penknife will cut the 
straight edge like A, four inches long. Find the precise 
centre of this line, which would be two inches from either 
end. Take a square and with the steel marker scratch a 
line like B down to C, two inches long. Line B must be 
at right angles to A, and if it is off just a fraction your 
rule will not answer the purpose for which it is intended, 
Cut the two edges D and E with penknife and the outline 
of the rule will be complete. The lines F are scratched in 
with the steel dividers using A as a straight edge. These 
lines should be scratched the same distance apart and not 
too deep. If lines are scratched too deep, and this also 
applies to line B, there is danger of rule breaking when 
bent. The two circles H are cut out by placing point of 
dividers on line B pressing down the other point of di- 
viders and turning same until the circle has been cut 
through. These circles are cut out to improve the vision 
and will prove useful on many occasions. 

The rule is now ready and after giving it a fair trial 
its many uses will be appreciated and you will wonder 
how you ever managed without its assistance. Being 
another lifetime friend, great care should be given to its 
construction, in fact if it is not exact it just will not do 
for the many purposes for which it is intended. 

We still need a few soft pads to rest our work on. 
These are best made from heavy duck (canvas) cut cir- 
cular about nine inches in diameter, this will make the 
bags about eight and one half inches after being sewed on 
a machine. This is done on the reverse side, leaving a 
two or three inch opening. For greater strength it is 
advisable to sew two or three times. The bags are 
turned right side out, two thirds filled with sand and 
sewed by hand. The ideal sand is a beach sand if near 
an ocean or jewelers’ sand such as is used for sand blast- 
ing. At any rate, whatever kind of sand is used it must 
be free from dust, dirt or small stones. Three such bags 
will prove very useful. The idea is to rest your work on 
these bags shaping them to the article. Rest your hands 
on the bag while designing so that they will be both 
comfortable and free. 


Richard M. Bartsch, jeweler at 578 Genesee St., Buf- 
falo, N. Y., died recently at the age of 55. The deceased 
was a leader in a number of German-American societies. 
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Historic Silverware Is Acquired by Boston 
Museum of Fine Arts 


HE Boston Museum of Fine Arts has taken a leading 

position among American museums in the field of col- 
lections of old English silver. 

Most recent bequests brought to the museum a collec- 
tion in memory of Charlotte Beebe Wilbour, and the 
92-piece collection of Frank Brewer Bemis. 

Among the most unusual of the latter is a pomander, 
or scent ball, of silver gilt in the form of an orange. It 
corresponds to the description of one carried by Cardinal 
Wolsey as a protection against “the pestylente ayers; to 
the which he most commonly smelt into.” 

“It apparently belonged to an archbishop,” said Mrs. 
Yves H. Buhler, assistant in charge of silver at the mu- 
seum, “for a medallion showing traces of engraving, sur- 
mounted by an ecclesiastical hat with ten tassels on its 
cords, is engraved on the bottom of the foot. 

“When opened, each segment is shown to have a nar- 
row sliding lid whereon is engraved the name of a per- 
fume.” 

Other articles include a Welsh communion cup of 
1577, a silver-gilt bell salt of 1614, an unusual pair of 
candlesticks and the “Tontine Cup” in gold made by 
Pierre Harrache in 1702. 

During the reigns of Queen Anne and George I, tea 
and coffee drinking became increasingly popular, and the 
silversmiths were called upon to make numerous teapots, 
tea caddies, cream jugs and trays. Among the character- 
istic pieces from this period in the Bemis collection are 
two tea caddies, one bearing the coat of arms of the Duke 
of Hamilton, a small coffee pot made by Simon Pantin 
with the popular cut-card ornament, and a hot milk jug 
dating from 1724. 

A small tankard made in 1653 illustrates the severity 
of style under Cromwell. In striking contrast is an elab- 
orate two-handled covered bowl, richly embossed and 
engraved with two small crests, made during the reign of 
Charles II, whose luxurious tastes influenced the silver- 
smiths in their designs. 


Watchmakers’ Certificates Granted by H. I. A. 


WasHincton, D. C.—The examining board of the 
Horological Institute of America met in Washington, 
D. C., on Nov. 9, and granted watchmakers’ certificates 
to the following candidates: 


CERTIFIED WATCHMAKER 


NAME ADDRESS EMPLOYED BY 
W. Burton Bridgewater Haverhill, Mass. Norman Keighley 
Henry Engel New York, N. Y. Self 
Victor H. Heyman Pasadena, Calif. J. Herbert Hall Co. 
Maurice B. Morriss Cresskill, N. J. Marcus & Co. 


Junior WAaATCHMAKER 


Edward O. McGovera Elgin, Ill. Student at Elgin 
Watchmakers College. 


The next Leipzig Trade Fair will be held from Feb. 
28 to March 8, inclusive, maintaining its unbroken record 
through seven centuries. The general pickup in world 
trade is shown by the 8000 exhibits gathered from 26 of 
the leading producing countries, including the United 
States. It is expected that the business turnover of the 
Fair will better its average record of $400,000,000 ex- 
clusive of reorders. 
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A Profit for the 
JEWELER 


on every Chelsea 


sold this 
Christmas 


Chelsea's merchandising policy is 
based on protection for the jeweler. 
Chelsea is one of very few clocks 
which your customers cannot find 
at department stores and other 
merchants. It is a clock which every 
jeweler can sell with both pride and 
profit. Illustrated: the NAUTILUS, 
a new and leading model in the 
Chelsea line. 


xk k * 
CHELSEA CLOCKS 


CHELSEA CLOCK COMPANY, BOSTON, MASS. 
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HILE many enterprising jewelers everywhere have 

recognized the value and importance of a Gift De- 
partment in conjunction with their staple lines, there are 
those who, even today, in the face of incontrovertible facts 
and figures, look with trepidation on the very idea of a 
gift department in their stores. Between the two ex- 
tremes there exists the alert jeweler willing to be con- 
vinced of the direct and indirect value of a gift depart- 
ment. 

The jeweler naturally inquires: “Why do I need a 
gift department?” For the very simple reason that for 
generations the jewelers of this country supplied prac- 
tically all gift merchandise to the American public up to 
10 or 15 years ago. At that time small manufacturers 
offered new items for gifts other than watches, silver- 
ware, diamonds or jewelry, and for want of ready accept- 
ance in the logical market of the jewelers, who did not 
take so kindly to these new gadgets, they sought and 
created overnight a new outlet,—and thus came about— 
THE GIFT SHOP. 

Obviously, close to a decade ago, the gift merchandise 
offered was inferior and comprised chiefly of hand-dec- 
orated tolle or tin, wooden novelties, etc., in contrast 
to the magnificent market the jeweler can select from 
today. 

A gift department in the jewelry store attracts the 
would-be purchaser, today, of a gift, and it is a GIFT 
uppermost in the mind of the prospective purchaser. 
Hence the instinctive gravitation toward a gift depart- 
ment or gift shop, and the very word itself,—‘“Gift,” 
psychologically turns their footsteps toward the gift shop 
or gift department. 

Secondly, the price range of from a dollar upwards 
together with almost unlimited variety from which to 
select, are two factors he or she has subconsciously con- 
sidered. And it should not be overlooked that the prop- 
erly placed gift department brings the customer directly 
through the regular jewelry store departments to the 
gift section. By this increased traffic through the jewelry 
departments, otherwise improbable sales are frequently 
made and invariably a healthy increase in sales in the 
staple departments are noted each year which are attribut- 
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THE GIFT SHOP 


VERSUS 


THE JEWELER 


By H. H. LADD 


able to the influence and drawing power of the gift de- 
partment, aside from the profitable operation of this 
section. 

The gift department business of the United States has 
been estimated at in excess of $50,000,000 annually, and 
had the jewelers of the country foreseen the possibilities 
10 years ago, that staggering total would have been, and 
should be, in their hands today. Instead, it is spread over 
several outlets such as the recognized exclusive gift shop, 
large and small, and in the gift departments of furniture 
and department stores, with a fair percentage filtering 
through the jewelry stores which have been alert to its 
potential and intrinsic value. 

There is a profit in a properly conducted gift depart- 
ment, and there is, also, a direct traceable increase in the 
general staple lines through the influence of such a section. 

Many high-grade jewelers have extensive, compre- 
hensive gift departments, and. space and help would not 
be devoted to this purpose by jewelers of this type, year 
after year, if they were found unprofitable. 

The question arises, naturally: “How much space, how 
much help, how much of an investment is required for 
such a department?” The answers are relative but quali- 
fied to the extent that not less than a 15 x 15 foot separate 
room, or set-aside section partially partitioned off, should 
be considered if a reasonable cross-section and compre- 
hensive display is desired. And, it might be added, the 
greater space, the more consumer satisfaction and ultimate 
profitable returns,—with almost no limit to the size room 
that can be profitably used for this purpose. 

One person should be in full control, subject only to 
budget limitations; handling all buying, receiving, check- 
ing, marking, displaying and selling. There are many 
men and women available today with ample experience 
and fully capable of assuming full responsibility for the 
operation of a gift department in its entirety. 

Expensive display cases are entirely eliminated as open 
display on tables and wall shelving, conservative or mod- 
ernistic, has been found far more desirable as the retail 
trade more often than not, sell themselves through the 
suggested invitation to handle this type of merchandise. 

(Please turn to page 65) 
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THE INDORSEMENT 
OF BUYER APPROVAL 


More than three hundred exhibitors, each seeking the indorsement of 





buyer approval! Three hundred exhibits, each brimming with interest 
and profit possibilities! Three hundred individual gift shows, uniting 
to form a complete cross-section of the best merchandise of today! 
Increased from two to three full floors of the great Palmer House. See 
the latest novelties— and newest designs—the most called-for mer- 


chandise. Check the current trends and prices. It’s an education in itself ! 


A host of new sales ideas to start your season with a rush. Giftware 
merchandise from the four corners of the earth, all set before you for 
your convenient selection. You can’t possibly afford to miss it. Plan 


now to attend. Set aside the dates, February 1st to 12th. 





CHICAGO GIFT SHOW 


25th SEMI-ANNUAL SHOW 


FEBRUARY Ist to 12th 
Pulmer House 
EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 


A. Stanley Brussel, President George F. Little, Managing Director 
S. Craig Preston, Vice-President 220 Fifth Avenue, New York 


GIFTS + ARTWARES + DECORATIVE HOME ACCESSORIES + GIFTS + ARTWARES + DECORATIVE HOME ACCESSORIES 
% §31H0553330 3WOH 3NILUHOIT0 + SIUBMLYY + SL4ID + S31N0SS3II0 JWOH 3NILWHOISO + SIBUMLNG + 51415 


* SIHUMLUY * SLID x _—— JWOHW 3NLHHOIS0 * SIUUMLYG * $1315 
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Che Pairpoint Corporation, New Bedford, Mass. 


43-47 West 23rd St.. - - - #£=New York City 150 Post St., - - San Francisco 





FINE ARTS LINE. ®radford Design. The tatest PAIRPOINT creation. 


(A beautiful combination of Rock Crystal Engraved Glass and heavy silver plated frame) 


It will instantly appeal to your discriminating customers. Best of all, it is priced in keeping with present- 
day conditions, and will pay substantial profits. Prices and illustrations submitted upon request 

















AVAILABLE 


to the right party— 


the agency for one of the leading high grade swiss watches. 


This is a well known product that offers splendid possibilities. 


Address Box ’’X.X.X., 5447” 
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The Gift Shop vs. the Jeweler 
(From page 62) 


Lighter or pastel colored backgrounds set-off gift items 
far better than the darker colors, and experience teaches 
that the gift section should be located at the rear of the 
store if possible, to force travel through the jewelry sec- 
tions, which is, after all, one of the two main objectives 
of the gift department. The second being its operation 
at a profit. 

If, however, it is impossible to set aside a separate 
room, many jewelers have spread their giftwares through- 
out the store with unqualified success. 

As to the investment required, any jeweler can install 
a comparatively pleasing gift department in a small way 
with a five hundred dollar stock, carrying a 100 per cent 
markup, with a quarterly turnover. The average, me- 
dium-sized jeweler in a city of 25,000 or more popula- 
tion, should and can, profitably maintain a giftwares 
stock of from $2,000 to $5,000. 

A cross-section of a giftwares stock should cover a 
price-range at retail prices from $1 up to $20 or $25, 
with emphasis stressed on goods retailing from $1 to $10. 

As a giftwares stock is gradually rounded out additions 
will be made from offerings in brass, copper, chromium, 
tolle and wood, and it is readily seen from the foregoing 
that many hundreds of items are easily assembled into 
such a department, yet which seem out of place among 
the orthodox, standard, staple lines of the jewelry store. 

It is, in truth, a splendid, self-contained business unto 
itself, and rightfully belongs to the jewelers of America. 
Whether or not they reach for and absorb this lucrative 
outlet, it cannot be denied that the giftwares business is 
growing larger yearly into an astounding figure. The 
progressive jeweler who recognizes that giftwares are an 
accepted fact with the American public, and revamps his 
layout to absorb his just share in his respective com- 
munity, will profit doubly through his foresight and will- 
ingness to change with the times—even at this late date. 


New Circular on Silver Is Published 
by National Bureau of Standards 


Practically all accessible technical information on silver 
has been brought together in a single volume through the 
publication by the National Bureau of Standards of a 
new circular, C412, “Silver: Its Properties and Industrial 
Uses.” 

Besides presenting a great deal of information which 
has previously been scattered through the literature, this 
circular contains much additional data, said to have been 
hitherto unpublished, and which is therefore made gen- 
erally available for the first time. 

Although silver is one of the few metals the history of 
which can be traced back to earliest antiquity, it. is only 
comparatively recently that it has come to occupy an 
important place among the industrially useful metals. 

The circular is arranged in three parts. The first deals 
with the physical, chemical, and technological properties 
of the pure metal. The second presents the available data 
on a number of commercially important alloys of silver 
with base metals. In the third part, the industrial uses of 
silver are discussed, these being divided into three groups, 
electrical, chemical, and bactericidal. 
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Evercraft’s complete line 
of gifts renowned through- 
out America for its excel- 
lent quality, 
sign and fine craftsman- 
ship. Send for your cupy. 





- Cight- 
by EVERCRAFT 


A striking new polished chrome—American 
grained walnut success in the increasingly 
popular 8-guest size. Goblets are mirror chrome 
finish inside and out—gracefully tall to match 
the towering proportions of the 1% quart 
shaker. Large tray——8%4 x 174%44—suggests to 
today’s hostess a hundred other uses. Set No. 
21/18/33—$6.70 set. Individual Gift Box. 


exquisite 


‘The EVEREDY C 


MARYLAND 


FRESE RIC M: ¢ 

















CHASE 


Gjecctlizgs and 
oad’ Clltlan 


CHASE BRASS & COPPER CO. 


Incorporated 


Specialty Sales Division Chase Tower, New York City 
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GEMS 


PRECIOUS 
SEMI-PRECIOUS 


FEATURING 
THE 
UNUSUAL 


Py 

Let Us Know 

Your Needs 
ry 


STEPHEN VARNI CO. 


580 FIFTH AVE. 
NEW YORK 
























N. BLOOM & SON, Ltd. 
Dealers in 
OLD ENGLISH SILVER, 
OLD SHEFFIELD 
and 


REPRODUCTIONS of the OLD 












GEO. Ill 
SILVER COFFEE URN 







in perfect condition 
16” high 
Made by WM. HALL 
of London 1795 
NEW YORK: 44 West 48th St. 


LONDON: 15 Norton Folgate, Bishopsgate, E.C.2. 
Trade Inquiries Specially Invited. 
































THE PACKAGE 
and the 
GIFT SALESPERSON 

By R. H. Leslie 
GIFT merchandise must be handled 


in an appropriate manner. Dainty 
merchandise must receive dainty 
treatment. Colorful pieces must have 
a dull background to bring out the 
beauty of the articles, and so on. 

In a small gift department in a 
jewelry store, the atmosphere is en- 
tirely different from any other shop. 
Great care has to be exercised that 
small and colorful items are not 
jumbled and confusing in appearance 
and thereby unattractive to customers. 

Generally speaking this condition 
is realized and handled very well by 
retail jewelers. The display is good, 
but the problem of assisting the cus- 
tomer in making a selection of a gift 
is paramount. 

The woman to whom the price is 
not the main consideration wishes a 
gift for an occasion where prestige 
counts, packing counts and the de- 
livery counts. Jewelers cannot afford 
to have a delivery service in many in- 
stances. These jewelers often handle 
the mailing of the package in their 
own box or have a young boy who 
cares for a few deliveries after school 
hours are over. A jeweler should 
never refuse to make a delivery of a 
piece purchased. The jeweler may 
say, “We have no regular delivery, 
but we can deliver by boy or by mail 
if this is satisfactory.” 

Whether postage is charged to the 
customer or not is for the jeweler to 
decide. It depends upon the type of 
merchandise purchased, the profit in- 
volved and the value of the piece. 
For a five or ten dollar item on which 
the full profit has been made it would 
be wise to charge the postage to profit 
and loss and not to the customer. 
On novelties where the purchase 
price is small and the profit small it 
is for the shop to make the decision, 
what the rule will be. Some jewelers 
will make packages free of postage 
over five dollars, others will mail any 
price piece free of postage charge but 
insurance and registration are charged 
to the customer. 

No matter how small the gift de- 
partment in the jewelry store there 
should be distinctive boxes and wrap- 
ping paper. The name of the jeweler 
should appear on the paper. If the 
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paper is colorful or distinctive it is an 
advertising feature for the package 
carried by any customer is immedi. 
ately branded as from “Parkes” by 
those who have seen it before, or who 
know the wrapping paper used, 
Jewelry shops can carefully wrap q 
box and tie with cord or ribbon used 
and place it in the back of the win- 
dow. It will make passersby accus- 
tomed to their wrapper and _ also 
silently guarantee new customers that 
their gift will be appropriately 
wrapped. 

Men are window shoppers as well 
as women are, but they are not price 
shoppers. They are very desirous of 
service and will, as a rule, pay for it 
without a murmur. If they know 
they can go into a jewelry gift shop 
no matter how small and have their 
gift properly wrapped and delivered 
by hand or mail in good condition, 
or so neatly done up that they do not 
mind carrying the bundle themselves, 
they will cry the fact from the house- 
tops and their men friends will re- 
member that particular jeweler and 
try it themselves. 

There are numerous methods of 
catering to men customers. That neat 
package in the window is one. An- 
other thing which will appeal to him 
is the fact that if he will express a 
desire a sales person will endeavor to 
make selections from the entire shop 
and offer about a dozen pieces for 
his personal selection. 

If the shop is large enough it is 
wise to have a small table on which 
items for men can be placed, other- 
wise a corner of a showcase can be 
utilized. From the conversation of 
the man customer the sales person 
is enabled to suggest more items if 
those already offered are not of inter- 
est to him. This appeals to a man 
more than going through the entire 
shop and looking at a vast assortment 
of suitable and unsuitable items. 
Many things become a conglomera- 
tion to a man and he can not find 
anything that is suitable then. 

The article selected, he wishes to 
enclose his card? He wishes a gift 
card? He wishes to use a plain card 


‘which the shop has at his disposal? 


Will he take the gift with him? And 
the man is sure that there never was 
such a shop before or can be one like 
it again and that is the only place to 
trade, the only place to buy his gifts. 
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Make the Gift Department Attractive 


HE better the environment in which the gift depart- 
ae of the jewelry store offers its wares for sale, the 
more attractive the goods will seem to the general public 
and the more business the department will do. Since this is 
the case, then, it is worth while to consider some of the 
ways and means by which the environment in the depart- 
ment can be bettered. Here are some important points 
which help greatly along this line: 

Place good coverings on all bare pieces of board—such 
as counter tops—before displaying goods. Many gift ob- 
jects look cheap and unattractive when displayed on bare 
boards, but they look very superior and valuable when 
displayed on velvet or some other attractive covering. 

Hooded lights which shed a soft, mellow glow over 
wares give a more attractive appearance to the goods than 
harsh, white lights. 

Dusty goods always look cheap and unattractive to visi- 
tors. Consequently, one of the most effective’ ways of 
bettering the gift department’s environment is by seeing 
to it that everything is dusted perfectly and kept in spic 
and span condition. 

A rather extensive use of high grade mirrors is: found 
by many gift departments to be a distinct asset in creating 
an even better atmosphere for the departments because 
handsome mirrors always look attractive and reflect lights 
and goods in a pleasing manner. 

Drab color schemes seldom make a department look 
as attractive as brighter, more interesting use of color. 
Nowadays the public is trained to accept more brilliant 
coloring in a store than was ever formerly the case and 
the result is that color schemes in the gift department 
which are set at too sombre a note, have a depressing effect 
on visitors and so actually hurt business. 





Gifts for Bridge Prizes 


It is sometimes the case that when the gift department 
of the jewelry store considers the pushing of some of its 
goods for use as bridge prizes, that it considers the articles 
only in the light of their appeal to women. It is true, of 
course, that the majority of items bought from the gift 
department for use as bridge prizes will go to women be- 
cause women do the biggest portion of the bridge playing 
where prizes are given but some gift departments find it 
very worth while to push some of the articles for use. as 
prizes for men. This is true because of the fact that in 
any sizable city there are always numerous mixed parties 
at which bridge is played and, of course, the hosts and 
hostesses for such parties want to have attractiye prizes 
for the men as well as for the women. 

In view of all this, then, it will be found worth while 
by various gift departments to every now and then stage 
window displays of articles which are suitable for use as 
bridge prizes and to have two groups in such displays— 
the first group being a collection of articles suitable for 
presentation to women and the second group consisting of 
articles which are particularly suitable for presentation to 
men. With each of these groups there can be an attrac- 
tive placard telling about the items in the group and indi- 
cating whether the articles are most suitable for men or 
women. And, also, with each article in each group there 
should be a small card giving the price of the article and 
also indicating the extent of its popularity when used as a 
bridge prize. 
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A GIFT SERVICE 
ANNOUNCEMENT 


WHAT DO YOU WANT TO 
KNOW? 


DO YOU WANT TO KNOW WHERE TO 
BUY CERTAIN TYPES OF GIFTWARES? 


WHAT AND HOW MUCH TO BUY IN 
OPENING A GIFT DEPARTMENT? 


WHAT ARE AMONG THE BEST SELLING 

NOVELTIES AT THE PRESENT TIME—OR 

WHAT TYPE OF A CERTAIN CLASS OF 

MERCHANDISE YOU SHOULD GET FOR 
YOUR LOCALITY? 


THESE and a host of other questions will 

be answered at no charge to JEWELERS’ 

CIRCULAR-KEYSTONE readers, who will 

write to the GIFT INFORMATION BU- 

REAU on their regular letterhead outlining 
their problem in full. 


Gift merchandise is style merchandise and 
one of the first requisites of success is the 
ability to keep abreast of the market. 


Located in the heart of the gift field, our 
expert is in close touch with all manufac- 
turers and importers. As a result of our 
expert’s years of experience, he not only 
knows the best sellers in the standard lines 
but is unusually well qualified to pick the 
winners from among the many items 
offered every year. 


Jewelers who want to know what to buy, 

when to buy and a host of other questions 

related to getting the proper merchandise 

will get a ready and helpful response to 

any questions directed to our Gift Infor- 
mation Bureau. 
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R. Wallace & Sons Mfg. Co. 

presents an unusually distinctive 

gift item in this almond dish, 

grey finish, three and one-fourth 

inches wide. To retail at $27 
a dozen. 


Me 


Very new in this combination of 

a 17-jewel Blancpain watch with 

a scroll bill clip of 14 karat yel- 

low gold, made by Louis Tamis 

& Son, 36 W. 47th St., New 
York. 


SELECTED 
F RR CIFTS 


Paved with 154 diamonds, this platinum clip- 

brooch has been made by Nat Koslow, Inc., 42 

W. 48th St., New York. It will sell at retail for 
approximately $3,500. 


4 


The Hollywood chest with a blue and white cover 

frame containing the photograph of Merle Oberon, 

is a striking display for 1881 Rogers. (R) services, 
which start at $13.50. 


Spode’s Tower pattern covered soup 
tureen in pink and in blue, 9 and 11 
inch sizes, by Copeland & Thompson, 
Inc., New York, retails from $16 to $26. 


Old Dominion smoker’s set by the 
Everedy Co., Frederick, Md., comes in 
high polished chrome and handsome 
waxed walnut. It matches the Old 
Dominion cigarette box. 
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This 17 jewel strap watch has 
plenty of masculine personality. 
Offered by Tavannes of Amer- 
ica, Inc., 608 Fifth Ave., New 
York, to retail at $40. 


An innovation by the DeFrece 

Watch Co., Inc., 48 W. 48th 

St., is this attractive seven- 

jewel pigskin purse watch, re- 
tailing at 
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Striking design and large capac- 

ity mark this ice tub of cut glass 

and sterling silver frame with 

side handles and ball feet by 

Concord Silversmiths Corp. To 
retail at $15. 


Luster mahogany cabinet in 1847 
Rogers Bros. 71-piece service 
for eight $74.40, an $86.65 open 
stock value. Choice of patterns. 


for bad 
CHRISTMAS 


SELLING 


Smart crumber set in chromium or copper, by 

Chase Brass & Copper Co., New York, has ivory 

plastic handles with metal stars. In two sizes, 
either retailing at $2 a set. 


4 


Eleven-inch bowl, $12 retail, and 334-inch 

candlesticks, $8 a pair retail, gold encrusted on 

high grade china, by Heinrich & Winterling, Inc., 
49 W. 23rd St., New York. 


Presenting “Countess,” one of the new 

Gruen Curvex ladies’ models which re- 

tails at $42.50. 17 jewel precision 

movement and 14 karat natural gold 
filled case. 


Hamilton’s “Marcia” has 17 

jewels and is cased in 18 karat 

white or yellow gold, with 18 

karat fittings. — price, 
5. 


Triple jam set, each jar with 

eight-ounce capacity, plated 

mountings, by T. G. Hawkes & 

Co., Corning, N. Y., $12 com- 
plete as illustrated. 


Every man should own a knife. Harry 

C. Schick, Inc., 105 Chestnut St., 

Newark, N. J., presents this 10 karat 

yellow gold knife which should please 
many. $13 retail. 
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Swank cravat chain and airway 
link set, in either yellow or 
white gold finish and assorted 
sport subjects, retails for $2.50. 


Chromium plated case, pillars 

of clear blue material and etched 

dial on silver background house 

this eight-day Elgin clock, re- 
tailing at $30. 
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Noel gift chest in Wm. Rogers & Son reinforced 
plate. Forty-three piece service for eight $24.75, 
a $32.30 open stock value. Gardenia pattern 
shown. 


M 


Tremulously lovely, this two-strand necklace of 
Mikimoto cultivated pearls is a truly queenly gift. 
It retails at $1,000. 






This household thermometer by 

Weston Electrical Instrument 

Corp., Newark, has solid inlaid 

walnut base with thermometer 

element finished in old gold. 
$2.50 retail. 


Seemingly a miniature modern 

bar, this Ronson creation com- 

bines a touch-tip lighter and 

two copious compartments, each 

holding 15 cigarettes. $22.50 
retail. 


Ladies, gold plate band, durable, ex- 

tremely fashionable, and retailing at Bd 
$2, carded. A product of Bruner- 
Ritter, Inc., 350 Hudson St., New York. 


“Opera.” 4L-17 jewel Waltham-Pre- 

mier movement in keystone-round 14K 

Ad solid gold case. 14K gold-filled dial 

and attachments. Hands 14K solid 
gold. $60, retail. 
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2 ; Sterling silver bill clip, retailing 
Bluebird registered diamond ia | at $2, is an attractive offering 
ring retailing at $450, presented £# of Simons Bros. Co., 269 S. 9th 
by Stein & Ellbogen Co., Inc., F St., Philadelphia. Also made in 
55 E. Washington St., Chicago. 14 karat green gold. 
Others from $25 up, retail. 


Lady’s three-piece dresser set in The Gorham 

Co.’s “Charlotte” pattern, retailing for $30 com- 

plete. Available at varying higher prices with 
decorations. 


: 


4 4a9 d 


o 
‘ ed 


7. ew fe 2 2 fies 
. pepe =] | dt oe wy) 
Sugar and cream set in the popular new Leaf | “| | “7 Sa 
design is an attractive pattern of Weidlich Bros. a — Fl Cd oO we 
Mfg. Co., Bridgeport, Conn., to retail at $5 a set. Rh. sieht 


Same design is made up in other plate pieces. 


Th 
. 


Forty-two piece Coronation 
Community Plate service for 
eight, in the Coronation chest, 
a superb reproduction of a fine 
old cabinet. Retailing at $42.75. 


Available in maroon, green, 

blue or black, this Kensington 

pattern service plate retails at 

$15 a dozen. Imported by Jus- 

tin Tharaud, Inc., 129-131 Fifth 
Ave., New York. 


Engagement ring with eight 

and wedding ring with 10 1%4- 

point diamonds, each ring re- 

tailing at $40, center stone not 

included. By Bristol Seamless 

Ring Co., 71 Nassau St., New 
York. 


Sterling silver monogram brooch 

by Jewelry Creations, Inc., 117 

W. 48th St., New York, is of 

sterling silver in combination 

with French marcasite. $21.50, 
retail. 
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Wyler marquise bracelet watch, 

stainless steel with 15 jewel 

movement, made for men and 

women, retails at about $35. 

Raymond Watch Co., 551 Fifth 
Ave., New York. 


A novelty creation by Schein & 

Engel Co., 170 Broadway, New 

York, this initial fob watch, 

shown front and back, is affixed 

to block letters of chromium. 
$19.75 retail. 


SELECTED 
a CIFTS 


Black enamel combination cigarette case and 

compact, shown by the Ball Co., Chicago, to re- 

tail at $7.50, has gold engraved flowers. Also in 
other designs and colors. 


mM 


Leys, Christie & Co., 65 Nassau St., New York, 

presents these two strands of Orienta cultured 

pearls with white gold clasp and one diamond, at 
$50 retail. 


John Peel hunting scene is ex- 
quisitely embossed in this 
Wedgewood ware 9-inch salad 
bowl, in ivory body. Retails at 
$5. Josiah Wedgewood & Sons, 
Inc., 162 Fifth Av2., New York. 


Zircon sautoir watch fitted with 
Cyma 17 jewel movement, in- 
troduced by Norman M. Morris, 
Inc., 608 Fifth Ave., New York. 
White or colored zircons front 
and back. Retails at $35. 
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Ten-karat yellow gold rings by 
Benj. Allen & Co., Chicago— 
single head tigerite retailing at 
$11 and — intaglio at 


This 14-karat yellow gold and 

zircon brooch, retailing at 

$22.50, typifies the attractive 

line of gold and zircon jewelry 

made by A. Frank Co., 562 Fifth 
Ave., New York. 
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CHRISTMAS 
SELLING 







Set with 20 diamonds, this 
ladies’ wrist watch is cased in 
14 karat white gold and has a 
17 jewel movement. To retail 
at $50. Louis Watch Co., Inc., 
580 Fifth Ave., New York. 





Two-strand snake chain gold- 

filled men’s bracelet with the 

new double lock safety clasp, 

by Moray’s Watch Case Co., 27 

6th Ave., Brooklyn, retailing 
at $6. 















Three-piece console set by Paul A. Straub & Co., 

Inc., 105-107 Fifth Ave., New York, consists of 

10-inch bowl and 534-inch candlesticks. The 
set retails at $5.50. 
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Unusual charms in solid gold, made by Walter 
Lampl, 20 W. 47th St., New York, retail from 
$1.50 each up. Many of them have parts that 
move, as the dial of the telephone. 

















Herman Miller clock is com- 
bined with an “air guide” giv- 
ing temperature and humidity 
readings. Retail, $22.50. Dis- 
tributed by Louis Sickles, 1015 
Chestnut St., Philadelphia. 


14 karat yellow solid gold, 17 
jewel Omega movement, applied 
solid gold numerals, Geneva 
curved model. $100 retail. J. R. 
Wood & Sons, Inc. 




















Matching rings in a streamline, 
durable new design, 14 karat 
natural gold. Engagement ring 
$49.75; wedding ring $29.75. 
J. R. Wood & Sons, Inc. 












A free copy of an old English 
tray, this 12-inch reproduction 
by Currier & Roby, 217 E. 38th aw 
St., New York, retails at $40. 
Smaller sizes retail from $22.50. 
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DEER ME! Christmas is almost here and we’ve been so busy filling your orders we hadn't 


noticed how close it is. And... .as we expect to be even busier between now and Christmas doing 
more of the same thing, we are going to wish YOU the customary “MERRY CHRISTMAS” .... RIGHT NOW! We 
sincerely hope that your Holiday will be made glad by the ringing of the bells (cash register) and the many smiling 
faces around you (satisfied customers), and our only wish is that we might be there to share your joy. But believe us 
when we say that whatever joy or success comes to you will make us glad. Without pretence, and in plain words, 


Good-will to you is what we mean, in the Spirit of Christmas. 


THE BALL COMPAHY ¢« CHICAGO 


WHOLESALE JEWELERS © GARLAND BUILDING e 58 EAST WASHINGTON STREET 
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Buffalo Jewelers Adopt Ad Code 





Price Cutting, Wholesale Retailing, “Baiting,” False Claims and 
Other Unfair Practices Are Banned by Standards 
Accepted by Western New York Group 


BurFraLo, N. Y.—The majority of the 
200 retail jewelers of Buffalo, Niagara 
Falls and vicinity have given cooperation 
to a set of advertising standards in- 
tended to improve the accuracy of jewelry 
advertising and to maintain and create 
public confidence in advertised offers of 
retail jewelers. 

Moving to correct long-standing trade 
abuses which have been fought with 
varying success, by ethical jewelers in all 
parts of America, a group of jewelers 
formulated the honor code at a meeting 
the night of Oct. 29 at King Arthur’s 
Restaurant. Gordon E. Smith, director 
of the Buffalo Better Business Bureau, 
presided. 

The bureau will seek to obtain volun- 
tary compliance with the standards. They 
follow: 


1—No statement or illustration shall be 
used in advertising which has the capacity 
or tendency to mislead or deceive the con- 
suming public, either directly or by in- 
ference. 
_ 2—No statement shall be used in adver- 
tising which attacks competitors’ products, 
services or methods of doing business. 


Underselling Competitors 


_ 3—No statement shall be used in adver- 
tising which lays claim to a policy or con- 
tinuing practice of generally underselling 
competitors. 

4—Illustrations of any articles of jewelry 
shall be representative of the merchandise 
advertised and shall not exaggerate the 
article’s value or the quality or quantity of 
the article on sale. 

5—When an illustration is used in an ad- 
vertisement in which one or more prices 
are featured, the price of the article illus- 
trated shall be clearly stated adjacent to the 
illustration. 


Wholesale Retailing Banned 


6—The words ‘“‘Wholesale’’ or ‘Whole- 
saler” shall not be used in connection with 
an offer of jewelry or kindred articles at 
retail directly to the public. 

7—Jewelers should not use exaggerated 
and misleading comparative prices or value 
claims, but should base comparative value 
claims on actual value in today’s market, 
and comparative prices on selling prices in 
their own stores immediately preceding the 
last markdown. 

8—Advertised articles shall be available 
to the public and should be sold readily with- 
out disparagement or “baiting.” The con- 
suming public shall have a fair opportunity 
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to buy any advertised article within a rea- 
sonable time after the advertisement appears. 

9—If quantity of advertised articles is 
limited this fact shall be stated in the ad- 
vertisement. 


Guarantees Must Be Specific 

10—Guarantees shall be explicit and state 
clearly what is covered by the “guarantee.” 

11—The true material content of any 
article advertised shall be clearly stated in 
advertising, and no term shall be used in 
advertising to designate material content 
which has not a generally accepted and well- 
known meaning. 

12—When a price is quoted for repair 
work the advertisement shall clearly state 
the nature of the repairs which will be 
made and whether the stated price includes 
labor and parts necessary to make the speci- 
fied repairs. 

13—When an advertised article is known 
by a pattern name, and is advertised at a 
figure below the standard retail price, it 
shall be clearly stated that the manufac- 
ture of the pattern has been discontinued 
when such is the case. 


Second-Hand Merchandise 


14—When any advertised article of jewelry 
or kindred article is second-hand, this fact 
shall be clearly stated in the advertisement, 
and the article shall be described as such in 
any verbal or other representation. 
15—When an article is advertised as an 
unredeemed pledge or as repossessed, the 
advertiser shall be in a position to prove that 
such article is as advertised. : 
16—The reference book, ‘“‘A Guide for 
Retail Store Advertising,” shall be used as a 
guide for specific standards and definitions 
pertaining to the retail jewelry trade. 
17—The “General Standard for Buffalo 
Retail Advertising” as approved by the Mer- 
chandise Advisory Committee of the Bureau 
and effective as of Oct. 19, 1936, shall be 
considered as a part of these standards. 


Extend Scope of Gem Study 


LonpoN—To attract overseas gemolo- 
gists, the Gemological Association plans 
to introduce a new class of associate mem- 
bership, through a two-year course in 
which all work can be handled postally, 
no practical tests being involved. Asso- 
ciates who visit London will be eligible to 
take the practical examination and thus 
qualify for fellowship. 








Marius Henricksen has taken a five year 
lease for a new jewelry store at 211 East 
Superior St., Duluth, Minn., to be oper- 
ated as Henricksen Jewelers. 
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September Retail Jewelry 
Sales Up 6 to 56 Per Cent 


One Hundred and Twenty-five Stores 
in Ten States Now Reporting Sales 








Retail jewelry sales up 6 to 56 per cent. 
That’s the success story from 125 inde- 
pendent firms situated in a mid-western 
and western area comprising 10 states. 
The figures are for September, 1936, com- 
pared with September, 1935. 

A dozen Colorado and Wyoming jewel- 
ry stores showed an increase of 55.7 per 
cent in dollar volume and led a listing of 
business gains for 21 kinds of business, 
prepared by the Department of Com- 
merce, in cooperation with the University 
of Denver. Their sales totals were: 
Last September, $14,900; this September, 
$23,000. 

Twenty Ohio jewelers, reporting to the 
Bureau of Foreign and Domestic Com- 
merce, were next with an average gain 
of 39.6 per cent over September a year 
ago, sales being $164,500 and $117,800 re- 
spectively. 

In Illinois, 29 jewelry stores’ September 
business, $112,900, was 24.3 per cent bet- 
ter than September, 1935, when their sales 
were $90,800. Of these, 14 were Chicago 
stores, with sales of $45,400 during Sep- 
tember, an increase of 29.7 per cent. 

In Wisconsin, 19 firms reported sales of 
$62,300 dollars, an increase of 17.3 per 
cent. In Arkansas, Iowa, Kansas, Mis- 
souri and Nebraska, 31 firms reported 
sales of $138,100, 6.2 per cent above Sep- 
tember 1935. 

These figures are compiled monthly by 
the Bureau of Foreign and Domestic Com- 
merce, Department of Commerce, Wash- 
ington, D. C. Each store’s reports are 
guarded in confidence, and thus a valu- 
able barometer for 21 kinds of business 
is achieved without an invasion of busi- 
ness privacy. 

Sales reports are also gathered in Okla- 
homa, Texas, Iowa, Missouri, Nebraska, 
Kansas, Indiana, and New Mexico, in 
which states retail jewelry reports are 
now included in miscellaneous totals. 
Separate per cent and dollar figures for 
jewelry will be available when a sufficient 
number of jewelers reports. 





Census Bureau Lists 13,625 Shops Repairing Jewelry; 
Receipts Less Than One-Eighth Sales of Jewelry Stores 


Repair Businesses 
Shown to Qutnumber 
Retailers by 1235 


88 Per Cent of Jewelry and Watch 
Selling Performed by 12,390 
Stores, Federal Figures Show 


For the first time in many years it 
is now possible to form a clean-cut, 
nation-wide picture of retail jewelry 
distribution, to know definitely the 
number of jewelry stores and the 
number of repair shops the business 
of which is primarily the repair of 
clocks, watches and jewelry, and to 
arrive at the sales, employment and 
pay rolls of these two widely con- 
trasting types of establishments. 


THE JEWELERS’ CIRCULAR-KEYSTONE for 
November, on pages 36 and 37, presented 
complete figures from the Business Cen- 
sus for retail jewelry stores. These fig- 
ures, for 1935, showed: 

12,390 jewelry stores, 

$233,001,000 sales, 

11,077 active proprietors and firm mem- 
bers, 

25,571 full-time and part-time employ- 
ees, average for the year, 

$35,294,000 payroll, not including com- 
pensation for proprietors and firm mem- 
bers of unincorporated businesses. 

And now this journal, after an original 
study of the Business Census reports on 
service establishments in the 48 states and 
the District of Columbia, adds the fol- 
lowing data on number of establishments, 
sales, employment and payroll for watch, 
clock and jewelry repair businesses (the 
Bureau of the Census counted a concern 
selling watches and jewelry and also do- 
ing watch and repair work as a “retail 
jewelry store,” if 50 per cent or more of 
its receipts were from the sale of mer- 
chandise, and as a “service establish- 
ment” if 50 per cent or more of its re- 
ceipts were from repairs) : 

13,625 repair shops, 

$28,336,000 sales, 

13,749 active proprietors 
members, 

3292 full-time and part-time employees, 
average for the year, 

$2,878,000 payroll, excluding compen- 
sation for proprietors and firm members 
of unincorporated businesses. 


and firm 


“Shops” Lead in Number; Stores in Sales 


Figures, taken by themselves, are dull. 
Yet a comparison of these statistics, item 
by item, will reveal much of absorbing 





Type or BusINEss Stores 


Number of Sales 
(add 000) 


Proprietors and | Employees 


P 
Firm Members dy Roll 


(add 009) 





JEWELRY STORES 
(Receipts 50 per cent or 
more from sale of mer- 
chandise.) 


12,390 


$233,001 


—— 


11,077 25,571 $35,294 





REPAIR SHOPS 
(Receipts 50 per cent or 
more from repair of 
jewelry, watches, etc.) 


13,625 











$28,336 


i 
$2,878 




















interest to business men, especially per- 
haps to jewelry, watch, and clock manu- 
facturers and wholesalers whose market 
comes from among the 26,015 establish- 
ments, including both jewelry stores and 
repair shops, as defined by the United 
States Census Bureau. 

The 13,625 repair shops, for instance, 
outnumber the 12,390 jewelry stores by 
1235. And yet the repair shops’ receipts, 
$28,336,000, in 1935, were less than one- 
eighth the receipts of the jewelry stores, 
and, of course, included a large sum for 
repairmen’s time, so that the receipts un- 
doubtedly represented far less than one- 
eighth in the sale of merchandise. 


Repair Shops’ Employment 


On the average, one repair shop in 
every four employs a full-time or part- 
time assistant to the proprietor of the 
shop. 

Because of the many changes in the 
scope of the current Business Census, 
comparisons of aggregates with 1933 fig- 
ures are not available. This is because 
in 1933, when the last previous census 
was made, an exception was made to the 
50-50 rule which determines, by the bulk 
of receipts, whether an_ establishment 
should be classified as a jewelry store or 
a service establishment. 


Mineralogists Lead Groups of 
Gem Society Students 


A number of leading gemologists and 
mineralogists conducted November meet- 
ings of various study groups of the Amer- 
ican Gem Society. 

Dr. George T. Faust, Rutgers Univer- 
sity, led the New York City group which 
met in the Marcus & Co. store, Fifth Ave. 
Dr. William F. Foshag, of the Smith- 
sonian Institution, again led the Wash- 
ington, D. C., group meeting. 

Crystallography was the subject of dis- 
cussion at several group sessions. Min- 
erals from the mineralogical department 
of the University of Minnesota furnished 


study material for the subject at the. 


Minnesota-Western Wisconsin study 
group meeting. The Iowa-Western IlIli- 
nois Guild studied the same matter under 
the leadership of Dr. J. J. Runner, of the 
University of Iowa Department of Geol- 
ogy. It was also the subject of the sec- 
ond meeting of the Madison Wisconsin 
Study group. Dr. R. C. Emmons, of the 
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University of Wisconsin was instructor, 

Wire models of the crystallographic 
axes were used with other demonstra- 
tion material by the study group of the 
Nebraska-Western Iowa Guild, which 
met under the direction of Gerald Loet- 
terle, of the Department of Geology of 
the University of Nebraska. 

Hans J. Bagge, certified gemologist 
discussed the grading of diamonds be. 
fore the Metropolitan Chicago chapter, 


Life Term Faces Gem Swindler 
On Discharge from Alcatraz 


Life imprisonment faces Al Best, now 
torious swindler of jewelers, if he ig. 
returned to the jurisdiction of New York 
County to face charges of grand larceny 
when he completes a term in the Alea- 
traz Federal penitentiary, Jan. 3. 

Detainers have been filed by the New 
York County District Attorney and Best 
will likely be brought East. If convicted; 
of another felony, his fourth, a life sen- 
tence will be mandatory under New York. 
law. 

Best usually won the confidence of per- 
sons who unwittingly recommended him, 
to merchants and hotels where he cashed. 
worthless checks in the purchase of jewel- 
ry and automobiles which he later dis-. 
posed of .for cash. 


Zeller to Block Co. 


INDIANAPOLIS, IND.—J. S. Zeller, for-- 
merly associated with L. S. Ayres & Co.. 
and Chas. Mayer Co., Inc., this city, has 
been engaged to develop a fine jewelry: 
department for the Wm. H. Block Co. Mr. 
Zeller also has charge of the silverware- 
and costume jewelry departments. 


Platinum Firm at $48 


The price of $48 per troy ounce for: 
soft platinum was holding firm on Nov. 
19. 

The quotations were: 


Containing 5% Iridium 
Containing 10% Iridium 
Iridium 


Prices of Silver Bars 
London New York- 
Spot Official 


2045 
204% 
21 
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And Bring Them 
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PITTCO Store Front does two 
important selling jobs for you. 
It stops passers-by ... makes them 
look at your windows. And it provides 
such an attractive setting for your 
displays that it is a powerful influence 
in bringing these window shoppers 
into your store ... where you can 
sell them jewelry. The result is better 
business. More customers. Higher 
unit sales. New vitality in profit 
figures. 
If you are interested in widening 
your trading area, drawing new and 
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Here’s ‘a jewelry store in Rochester, N. Y., appealing to 
passing prospects, inviting their business with anew Pittco 
Store Front designed by Architect J. Foster Warner. Com- 
pare the “before” and “after” photographs of this property 
and see what a difference a Pittco Front can make. Why 
not make your store individual by Pittco remodeling? 


better customers, boosting profits, let 
us send you our book which shows 
how other merchants have done it... 
with Pittco-remodeling. The coupon 
below will bring you this book... 





In with a Pitteco Store Front 


free. And when you remodel, remem- 
ber that our staff of store front experts 
will gladly cooperate with you and 
your architect in planning a Pittco 
Front exactly suited to your needs. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Make a 20% down 
payment, than pay the balance out 
of income ... at low F. H. A. rates. 


Listen to “The Music You Love” rendered by the Pitts- 

burgh Symphony Orchestra and distinguished guest artists 

every Sunday from 2 to 2:45 P. M., E. S. T., over 
Columbia Network and associated stations. 





Pittsburgh Plate Glass Company, 

: 2376B Grant Building, Pittsburgh, Pa. : 
: Please send me, without obligation, your new : 
: book entitled “‘How Modern Store Fronts Work: 
: Profit Magic.” 





Name 


? Street 








’ i City State 


: I am (0 am not [ interested in the Pittsburgh : 
: Time Payment Plan. : 
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Special Order Work! 
Jewelry Repairing! 
Diamond Setting! 
Stone Cutting! 
Engraving! 


526/7 





Let Us Reproduce 
Your Antique Jewelry 


DESIGNS 
FURNISHED UPON REQUEST 


549/7 


Articles Shown 
in This Advertisement 
Carried in Stock 





The House of Quick, 
Reliable Service on 


All Jewelry Work 





A. SAUER & COMPANY 


707 GLENN BUILDING 
CINCINNATI, OHIO 














September Diamond Imports Valued at $4,213,255, 


Matching Average Monthly Figure for Boom Y¥ a 


WaASHINGTON—Diamonds with a value 
of $4,213,255 were imported into the 
United States during September to set 
the highest figure since June, 1930, ac- 
cording to the Department of Commerce. 
Diamond imports from Belgium alone 
during September nearly equalled the 
total of the August imports, which had 
set a 70-month record. 

Although the September imports are 
under the figure for June, 1930, which 
was $5,017,514, it should be remembered 
that the latter high mark was set after 
six months when the imports did not ex- 
ceed the two million dollar level. The 
September, 1936, imports approached the 
average monthly importations of the 
boom years of 1928 and 1929. Cut were 
valued at $3,341,581; uncut, $871,674. 

Imports from the three leading sources 
were: Belgium, $2,655,359; The Nether- 
lands, $984,599 and the United Kingdom, 
$487,531. 

Pearl and Gem Imports 

The United States also received pearls, 

precious and semi-precious stones for 


jewelry purposes to the amount of $684,- 
442. Czechoslovakia alone shipped $146,- 


179 worth of gems and imitations. France | 


furnished $74,185 worth of pearls and 
parts and $94,510 worth of cut precious 
and semi-precious stones. 

The United Kingdom and Japan were 
chief suppliers of hollow and flat ware, 
which had a valuation of $56,540. Den- 
mark sent most of the sterling silver 
tableware, which was valued at $19,284. 

Other jewelry and parts received from 
abroad had a value of $56,118, most of 
which was in lighters, compacts, mesh 
bags, etc. The U. S. exports in jewelry 
of metal other than precious ones totaled 
$180,081. Other U. S. shipments abroad 
were: Jewelry of precious metals or 
gems, $2,207; jewelry of synthetic resin 
and other materials, $27,025; jewelry 
findings, parts and materials, $8,730; 
sterling silver cutlery and forks, $3,520; 
silverplated tableware, $17,773; other 
tableware, including gold and pewter, 
$10,881 and silver manufactures, $17,551. 


Board of Governors of Gemological 
Institute Adopt Resolution 
Commending Trade Press 

Los ANGELEs, CAL.—At the last meeting 
of the board of governors of the Gemo- 
logical Institute the following resolutions 
were approved: 

RESOLVED: That the board of gov- 
ernors of the Gemological Institute of 
America extend to those members of the 
trade press who have so generously sup- 
ported in the development of the Gemo- 
logical Institute since its inception ap- 
preciation of this board for the construc- 
tive services they have rendered in fur- 
thering the efforts of the Institute toward 
organized education and the elevation of 
ethics throughout the retail jewelry 
trade. 

RESOLVED: That a copy of this res- 
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olution be published in the period nal ; 
the Gemological Movement and thap a 
also be released for publication in @ 
trade press. a 
George C. Brock, chairman of je 
board, said: “I am very happy to ad 
the above my personal appreciation of 
the splendid cooperation which you gen 
tlemen have accorded this movemen 
which I consider to be one of the 
constructive forces for betterment of 
trade which has ever been intrody 
into it.” “ 


Ce 


a 


Three Bandits Bind Victims and ¢ 4 
$50,000 in Gems from Office of” 
Charles F. Diesinger 


PHILADELPHIA, PA.—One of the b 
gem robberies of the year was staged in 
the two-room suite of Charles F. Dig 
singer, retail jeweler and special of 
manufacturer, in the downtown busine 
section within shouting distance of 4) 
crack police riflemen who were march 
ing in the Armistice Day parade. 1 
loss is placed at more than $50,000, coy 
ered by insurance. 

Three young men, about 20 to 22 
old, described as well-dressed, wearing 
dark overcoats and hats, and haying 
dark. curly hair, donned masks after gaim 
ing access to the fourth floor office, a 
1420 Walnut St. Each carried a revoly 
Mr. Diesinger and his two emplo 
Miss Florence White and Charles Wei 
were bound with wire, gagged 
forced to lie on the floor. 

The safe and all but one show 
which contained more jewelry, re 
emptied of their contents. The robber 
also removed $100 from Mr. Diesingers 
pockets; overlooked his personal diamond 
ring valued at $1,000. Local police be 
lieve the hold-up to be the work of @ 
gang of experienced thieves, because ¢ 
the despatch with which they worked 
Every inch of the offices was searched 
fingerprints but without result. 

The loot consisted almost entirely of 
precious jewelry, mostly rings, bracelety, 
and brooches. B 


. 


Employment and Payrolls Highe | 
in August than July & 


WasHincTon, D. C.—The August ee 
ployment index for the silverware amt 
plated ware industry rose 20.6 per cemt, 
from July, while the payroll index rosé 
28.5 per cent, although the latter was 
1.5 per cent under that for the same 
month in 1935. The employment inde 
and the payroll index rose 9.9 and 17 
per cent, respectively, in August ovef 
July, in the jewelry industry. In they 
clock and watch industry the Augu 
employment index showed an improv 
ment of 19 per cent over July, and the” 
payroll index an improvement of 23.57 
per cent in the same period. 
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A. SAUER & COMPANY 


FACTORY & WAIN OFFICE 57 & RACE SIS. 


CINCINNATI, OHIO 


NEW YORK @SEICE Sie 7 FIFTM AVENUE, -N. FY. 
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One of the many 
attractively styled 
watches—now being 
shown by leading 
wholesale establish- 
ments throughout the 
country. 


This gentleman’s wrist watch is 
available in 7 or 17 jewels. Fine qual- 
ity natural gold 10kt. rolled gold plate 
with genuine Pigskin strap. 


SCHEIN & ENGEL CO. 
| 170 BROADWAY, NEW YORK 


AVALON BANNER 
WATCHES 


Established 1918 
a "See Your Local Jobber" 




















GOLD &@ SILVER CHARMS 


CUNNING 


FORTUNE 


SIMONS BROS. CO. 
Philadelphia 


269 South 9th St. 











F.T.C. Orders Wheeling Firm to Stop 
Advertising “Spanish Diamonds” 


WaAsHINGTON, D. C.—Misrepresentation 
of the value and quality of imitation dia- 
monds and rings is prohibited under an 
order to cease and desist entered by the 
Federal Trade Commission against J. R. 
Stone, Wheeling, W. Va., trading as the 
Spanish Diamond Co., Chinese Ring Co. 
and the National Jewelry Co. 

Mr. Stone is directed to discontinue ad- 
vertising that the imitation diamonds he 
sells in interstate commerce are flawless; 
that they deceive experts, and cannot be 
told from genuine diamonds costing many 
hundreds of dollars; that they are “Span- 
ish Diamonds” imported from Spain, and 
are “laboratory made.” 


In speaking of this case, G. H. Nie- 
meyer, chairman of the Jewelers Vigi- 
lance Committee, said: “This cease and 
desist order indicates how a practice 
which exists all over the country can and 
should be stopped and any similar cases 
should be reported to the Jewelers 
Vigilance Committee.” 





———$_—_—_—_— 


1,650 Hamilton Watch Employees 
Get Bonus and Increased Wages 


Directors of the Hamilton Watch Co. met 
Thursday, Nov. 12 and voted to give a bonus 
to 1,650 employees on Dec. 1, and to increase 
wages 5 cents an hour or an equivalent amount 
beginning Jan. 1. 

The bonus will be a full week’s pay for those 
employed a year or longer. Those who have 
worked less than a year will receive one- 
twelfth of a week’s pay for each month of 
employment. Both the bonus and the wage in- 
crease are exclusive of company executives 
and salesmen. 

At the same time a dividend of $16 per 
share was declared on the cumulative preferred 
6 per cent stock, payable Dec. 15 to stock- 
holders of record Nov. 24. This payment, plus 
$12 per share paid previously this year, will 
wipe out all outstanding obligations on the 
cumulative preferred stock. 











British Jewelers Win Nation-wide 
Attention Through Publicity 


Lonpon—First attempt at coordinated 
national window display was made by 687 
jewelry retailers of Great Britain between 
Oct. 19 and 31, under the leadership of 
the National Development Board, an or- 
ganization somewhat similar in purpose 
to the Jewelers’ Publicity Committee in 
the United States. 

Pelmets and showcards, printed red, 
black, and silver, were prepared by ad- 
vertising agents on behalf of its central 
trade publicity body in London, and sold 
at nominal charge to jewelers throughout 
the country. 

In some towns where a number of local 
retailers were taking part, combined ad- 
vertising spaces were booked in local 
newspapers to put over the story of the 
display. 

Gives Playground to City 

New Orveans, La.—Gabe Hausmann, 
head of Hausmann, Inc., 730 Canal St., 
is a co-donor of the James Comiskey-Gabe 
Hausmann playground which was opened 
here recently. 
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a 
We Purchase 


Used Sterling Silver 
Fair Price Paid 
Ship your used 
Sterling Articles 


and we will wire 
estimate. 


WwW 


No Lot Too Small 
Nor Too Large 


Check mailed same day as 
estimate is accepted 


GOLD RECOVERY 


& REFINING CORP. 
53 West 47th St., New York City 














GUARANTEED 


RECONDITIONED WATCHES 
LIKE NEW 


KEYSTONE 

1OK.ROLLED 
GOLD PLATE 
VICTORY 


6/0 Elgin or Waltham 
7 jewel yellow. . .$8.56 


10/0 Elgin or Waltham 
$8.50 
15 jewel yellow. .$11.00 


13 jewel yellow. 811-09 
Send for circular showing fine 
Railroad and other pocket 
watches and wrist watches simi- 
larly priced— 


WEKSLER & GOODMAN, Inc. 


Distributors of Keystone, Star, Belove, Master 
and |. D. Watch Cases 


5 SOUTH WABASH AVE., CHICAGO 
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ENTRUST 


Your Pearls to Schicksnaps 


Whether They Be Simulated, 
Cultured or Oriental 


Diamond Clasps $2.25 to $110.00 Each 


HARRY C. SCHICK, Inc. 


Newark, N. J. 











DEPENDABLE 
REPAIRS! 


For over a quarter of a 
century we have given 
satisfaction as Jewelry 
repairers. 


SPECIAL ORDER 
WORK 


is another of our success- 
ful specialties while for 
medals, school jewelry, 
Masonic Past-Master jew- 
els, and all fraternity jew- 
elry, we have long held an 
enviable reputation. 


LET US PROVE 
TO YOU 
the truth of these state- 
ments with a trial order. 


CHAS. F. DAMM, INC. 
142-711 MAIN ST., BUFFALO, N. Y. 
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Thief Steals and Wrecks Auto 
Unaware of $5,000 in Gems 


Syracuse, N. Y.—The thief who stole a 
new sedan from an Elmira garage where 
it was parked by George Reddick, Elmira 
salesman for A. H. Pond & Co., wholesale 
jewelers of 214 S. Warren St., here, was 
undoubtedly unaware of its valuable 
cargo. The trunk of the new expensive 
car, found wrecked a day later, Nov. 1, 
was forced open by the impact, but a case 
containing approximately $5,000 in jewelry 
was undisturbed. 


Canadian Silver Platers Ask Tariff 
of 30 P. C. on British Imports 


MontTrREAL—More than a score of cata- 
logues from mail order, wholesale and 
manufacturing houses was filed with the 
tariff board in Ottawa recently to enable 
it to reach a decision on the meaning of 
the word “silverware.” Definitions of the 
standard dictionaries and encyclopedias 
were also produced. The board reserved 
judgment. 

On the board’s decision will depend 
whether silver-plated articles from Great 
Britain will come into Canada under a 
17% per cent tariff, as officials of the Na- 
tional Revenue Department contended 
they should, or a 30 per cent as the coun- 
sel for the silversmiths in Canada argued. 
It depends on under which items of the 
tariff silver-plated articles are to be 
placed. 

Item 362 of the tariff covers “articles 
consisting wholly or in part of sterling 
or other silverware not otherwise pro- 
vided for” and the rate of duty is 30 per 
cent under the British preference, 3714 
per cent under the intermediate and 45 
per cent under the general. 

Item 362 C covers “nickel-plated ware, 
gilt or electro-plated ware not otherwise 
provided for” and carries tariffs of 1714 
per cent British preference, 3314 per cent 


| intermediate and 45 per cent general. 


The department ruled that the word 
“silverware” applied only to articles 
which were of silver or an alloy of silver, 
the same quality all through. Articles 
plated with silver were not silverware, 
the department held, and should be 
classed as electro-plated ware. Roden 
Bros., Toronto, appealed against this rul- 
ing and other firms in the silverplating 
business joined them. 





Wage Records Set Up 


Wage records of approximately 25,000 
retail jewelry employees will be prepared 
by the Social Security Board before Jan. 
1, as part of the gigantic program for 
setting up Federal old age benefits for 
approximately 26 million wage earners in 
industry, business offices and commercial 
enterprises. 

“It is to the advantage of both em- 
ployees and employers to make certain 
that an account number is assigned to 
each worker before Jan. 1, so that accu- 
rate reports can be made to the govern- 
ment and so that accurate accounts may 
be kept by the government,” said A. J. 
Altmeyer, acting head of the board. 
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Every conceivable sport is served by the 
wide variety of items in the extensive 
Fisher Sport Jewelry Line. Build up your 
sports jewelry business by showing some 
of these fast selling numbers. Leading 
wholesalers can supply you on short notice 
—otherwise, write us. 


EXTENSIVE LINES OF FINE 
ROSARIES 
COMPACTS 
NOVELTIES 


J. M. FISHER COMPANY 
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Morays’ Safety Clasp 
the 
Double Lock Center Snap 


Featuring 


Patent No. 2,044,869 


A Complete Line 
of 
Ladies’ 
and 
Men's 
Watch 
Bracelets 


oes 4 


RLS ROT REDE 2 Olen 


Gent’s Snake Chain 
@ Easy to Open and Close. 
@ Simple to Adjust to Wrist. 
@ Double Lock Center Snap. 
© Senge ‘anh Gat. Ladies’ ‘Sitk Cord 
@ Cannot Open by Itself. 
Sold Thru 


@ Security against Watch Wholesalers 


Losses. Only 
@ 1/20-12K Gold Filled. € 


MORAYS WATCH CASE CO., Inc. 
27 SIXTH AVENUE 
BROOKLYN, N. Y. 
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300 Attend Diamond Manufacturers’ 
Anniversary Dinner 


A dinner celebrating the fifth anni- 
versary of the United Diamond Manu- 
facturers Association, Inc., was attended 
by nearly 300 members and guests, Satur- 
day night, Oct. 31, in the Hotel Com- 
modore, New York. 

Broadway and radio entertainers fur- 
nished a program, Jack Ludel, toast- 
master; Simon Barend, new president, 
gave an address of welcome, and Arthur 
Wiener, secretary of the Diamond 
Dealers’ Club, brought greetings. 

Officers of the association, besides Mr. 
Barend, are: Albert Lam, treasurer; Mr. 
Ludel, secretary; Albert Abrams, Elias 
Neff, Jack Solow, Jonas Walvisch and 
Louis Verbeeck, members of the execu- 
tive board, and Louis Frankel, attorney. 


Fire Damages Rumford Store 


RumrorD, ME.—Fire in the C. H. Mc- 
Kenzie Department store here Nov. 2 
caused damage of $25,000 while loss of 
stock was estimated at $50,000. The 


' Rumford Jewelry Company, occupying a 


wooden building at one side of the Mc- 
Kenzie block, estimated damage to its 
building at $500 and smoke and water 
damage to its stock at $1,000. 


Jewelry Employment Has Upward 
Jump in the Empire State 


ALBANY, N. Y.—New York State em- 
ployment in silverware and jewelry man- 
ufacturing, from the middle of Septem- 
ber to the middle of October, showed a 
gain of 10.6 per cent for the entire state 
and of 2.4 per cent for New York City, 
according to figures compiled by the New 
York State Labor Department. 

The employment index in September 
was 89.3, compared to 82.4 for Septem- 
ber, 1935. The payroll increased from 
55.1 to 70.9, with the September, 1935, 
figure set at 59.5. Firms reporting had 
2963 employees and the average work 
week for 2549 of them was 43.4 hours. 
Average weekly pay for shop workers 
only was $27.24 for men, and $16.83 for 
women, in this state; in New York City 
the figures were $27.58 and $17.33, re- 
spectively. Statistics cover factories of 
all kinds employing about 38 per cent of 
the total. 

Retail jewelry stores in the state had 
4.3 per cent more employees and paid 6.3 
per cent more wages in September than 
in August, according to reports from 114 
firms. The gain for 70 New York City 
stores employing 1450 persons was 4 per 
cent and the increase in wages was 7 
per cent. Total payroll for 1802 em- 
ployees throughout the state was $57,178, 
and for New York City it was $47,368. 

Employment gain in wholesale jewelry 
and optical goods establishments was 7 
per cent and the payroll hike for Septem- 
ber was 12.2 per cent, according to re- 
ports from 85 concerns. ‘These trades 
showed the biggest increase in the whole- 
sale field. Virtually all the jewelry and 
optical goods employment was in New 
York City. 
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PE FRECE presents 


The Newest Watch © 
CORONADE 


14 Kt. Natural Gold 17 Jewels 
with Semi-Cylindrical Crystal 


Available also with leather strap 
or with fob pin 


JE FRECE \VATCH (0. 


48 WEST 48th STREET 
NEW YORK CITY 


BRyant 9-0283 


Buy PEFRECE fashions in lime 











Hercules 
JEWELERS FINDINGS 





=i 
ap casa 


The immense Hercules line of Jewel- 
ers Findings is available thru Job- 
bing Distributors. Ask for Hercules 
when ordering. 
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Welelerntaatbas a 
Chicago - Attleboro - New Yor} 
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NEW YORK: 


Christmas Greetings from the Metropolis 


William Schneiderman, formerly lo- 
cated at 348 Fordham Road is opening a 
new retail store in E. 170th St. 

Howard D. Seebeck, Chicago trade rep- 
resentative, arrived here, Nov. 16, for a 
visit with associates in Maiden Lane. 


Milton A. Fuller, Inc., precious stones 
and jewelry, has occupied offices at No. 
407, La Maison Francaise, Rockefeller 


Center. 

M. Goldstein, of M. & I. Goldstein, dia- 
mond importers, 48 W. 48th St., sailed on 
the Normandie Nov. 18 on a purchasing 
trip to Antwerp and Amsterdam. 


The store of the Selig Jewelry Co., 
163rd and Jamaica Ave., Long Island 
City, was one of several burned out in 
the heart of the shopping district Nov. 3. 

David G. Tulkin, formerly with Hurley 
& Schiff, announces the formation of the 
D. G. Tulkin Co., dealing in watches, 
diamonds and jewelry, with offices at 65 
Nassau St. 

Armand Elbaum, of Elbaum & Son, Inc., 
2 W. 46th St., formerly Elbaum Fréres, 
Inc., sailed for Europe aboard the Cham- 
plain, Nov. 7. He will return from his 
buying trip to Antwerp on Dec. 21. 

C. J. Schreiver, manager of the New 
York office of the Gemex Co., 9 Maiden 
Lane, left Nov. 14, to spend several weeks 
motoring, golfing and fishing in Florida. 
He will return about Dec. 1. 


The partnership of Davis & Tarshis, 
manufacturers of platinum jewelry, 87 
Nassau St., has been dissolved as of Nov. 
7, both parties now operating under their 
individual names at the same location 
and room. 

M. Hoffman & Sons, with stores at 838 
Westchester Ave. and 469 E. Tremont 
Ave., are opening a third store at Ford- 
ham Road and Valentine Ave. The store 
will be completely remodeled after the 
holidays. 

Walter L. Adams has been appointed 
director of sales of the Amerith-Art Ivory 
Toiletware division of the Celluloid Cor- 
poration, with general sales offices at 10 
E. 40th St. William M. Buttrick was 
named assistant director of sales of the 
toiletware department. 


Burglars who tossed a stone through a 
plate glass display window early on Nov. 
1 are reported to have made away with 
approximately $350 worth of jewelry stock 
of Samuel Gonchar, 1069a Castleton Ave., 
passing up jewelry which was beyond 
arm’s reach. 

In order to accommodate an increased 
business the Gemex Co., 170 Thomas 
St., Newark, has extended its floor space 
and installed additional machinery for 
the manufacture of watch attachments. 
The company reports its payroll twice as 
large as a year ago. 

William H, Taylor, president of Wm. 
H. Taylor & Co., manufacturers of chains 
and findings, died Nov. 17, at his home 
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in Maplewood, N. J., of a heart attack. 
Mr. Taylor, who was 72, entered the 
jewelry business in England as a boy. He 
leaves his widow, two sons and four 
daughters. 


Harry G. Kaufman has resigned his 
position with Finkelstein Bros. Co., 630 
Fifth Ave., and has leased attractive of- 
fices at 48 W. 48th St., where he will 
conduct a diamond importing business. 
Mr. Kaufman on Novy. 18 sailed aboard 
the Queen Mary to visit the diamond 
markets of Antwerp and Amsterdam. 


One hundred and fifty-eight members 
attended a meeting of the New York 
Jewelers’ Benevolent Association Nov. 17. 
An entertainment was announced as the 
feature of the next meeting, Tuesday, Dec. 
1, at which time the first nomination of 
officers will be made. Final action is also 
expected on the proposition to buy a new 
plot of ground for burials. 


Bernard Seidlitz and Philip Goodman, 
once associated in business as the Jeanet 
Watch Co., have begun a new watch im- 
porting business, to be known as the Star 
Corp., with offices at 64 W. 48th St. Sales 
will be made to jobbers only. Mr. Seidlitz 
will sail on Dec. 2, aboard the Queen 
Mary for Switzerland, where he will 
complete stock at the watch factories. 


Ernest Pritchard, London, formerly an 
executive with Mappin & Webb, jewelers 
and silversmiths in London and Rio de 
Janeiro, and subsequently associated with 
Dreicer & Co., and Marcus & Co., Fifth 
Ave., is now with Greenleaf & Crosby 
Co., Inc., British Empire Bldg., Rocke- 
feller Center. He will offer special atten- 
tion to British people from all parts of 
the Empire and to other foreign visitors. 

Edward L. Stern and Jerry Agate, of 
Tavannes of America, Inc., 608 Fifth 
Ave., sailed recently aboard the WNor- 
mandie to visit the Tavannes factory in 
Switzerland with the view of preparing 
the new 1937 line. Mr. Stern, comment- 
ing on the jewelry business before sailing, 
said, “I have an optimistic view for the 
immediate future after a very successful 
year.” 

Plans for the 21st annual dinner- 
dance of The Bronx Retail Jewelers As- 
sociation were formulated at a meeting 
Nov. 17. Isadore Gessen named the fol- 
lowing committee for the affair, which 
will be held Feb. 14 at the Hotel Astor: 
Joseph Menczner, chairman; William 
Schneiderman, vice-chairman; I. Hirsch- 
horn, treasurer, and Jack Schwartz, secre- 
tary. A luncheon was served to about 75 
members in attendance. 


One of New York’s landmarks is van- 
ishing with the liquidation of the old firm 
of George W. Welsh’s Sons, 213 Broad- 
way, which has continuously conducted a 
retail jewelry business at various down- 
town addresses for 91 years. The busi- 
ness was started by George W. Welsh, 

(Please turn to page 84) 
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REPAIRING 


and Engraving on Jewelry and 
Silverware of Every Description 


Solky Bros., Inc. 


142 Fulton St., New York . 


EXPERT REPAIRS 


SILVERWARE 
Greatest Care Given to Heirlooms 
No job too small or too much trouble 


217 E. 38th St. 
CURRIER & ROBY 77,&. 28th st 


Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapid 
Werk Carefully and Promptly "Filled 


Same Day Service GUARANTEED 


DIAL REFINISHING 


All jobs leave our shop same day received 


U.S. Watch Dial Mfg. Corp. $4:8¢ “easez 


























Manufacturer of Gold 
and Platinum Ring 
Mountings and Wed- 


ding Rings to Whole- 
salers 






LOUIS KOPPEL 


126 MAIDEN LANE 
NEW YORK, N. Y. 


act REFINISHING 


WATCH AND CLOCK 
HIGH GRADE EUROPEAN METHOD 
24 Hear Service 


Write for Price List 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 


Mathey-T issot 
WATCHES 


HIGHEST GRADE SINCE 1886 


NORMAN M. MORRIS 


INCORPORATED 
608 FIFTH AVE. NEW YORK 


CHINESE GEMS Co 


JADE INC. 
and other Semi- 
Precious Stones for 
Compacts, Bags, 
Picture Frames and Boxes. 
Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 















































SIGNS of DISTINCTION 


Raised, silver finish, metal letters; catalin let- 
ters, on blue, black, other colors mirror plate 
gles. Estimates, sketches submitted. 

DOMINO," newest, dignified metal me 
marker; special for the Jewelry trade, size \/%, 

”, WY", “MOTTO SIGNS," embossed gol 
silver oo black onyx finish and blue Saseeaient 
plaques. 

“FIXMOBIL"—Display Art—303 4th Ave., N.Y.C. 


“LOHENGRIN” 


HAND-CARVED 
WEDDING RINGS 


Every day more jewelers are handling 
these wedding rings exclusively. 


BLANCARD & CO. [S- 19W- 25rdst 


NEW YORK 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
{8 Orawferd St. Newark, N. J. 


[)E | RECE—— 


LEATHER PURSE WATCHES 
48 WEST 48TH ST. NEW YORK 



































WE ARE 
SPECIALISTS 


on 
NEW ORDERS 


and 


REPAIRING 
in all its branches 


SINCE 1910 


M. J. STERN & CO. 
61 Beekman Street, N. Y. City, N. Y. 








DIAMOND CLIP PINS 
INCOMPARABLE VALUES 


SOL SPRUNG 


10 W. 47th St., New York 
BRYANT 9-2044 








TRI-PACT “PLATINGS” 


Used and endorsed by leading Manufac- 
turers. A trial will convince you of our 
superior workmanship 


Gold, Chromium, Rhodium, Silver. 


TRI-PACT PLATING CO. 








20 Eldridge St. New York 





Watch and Jewelry Repair Tags 


“Patent Slot” with claim check and 
others; also Claim Check Job Envelopes 
—Improved Style—Priced very Tow. 
Special trade discount to jobbers 
Write for samples 


SUPREME TAG CO. 1107 Broadway, 


New York, N. Y. 








New York Notes 
(From page 83) 
grandfather of the present owners, 
George W. Welsh and S. Charles Welsh, 
Jr. E. D. Cronnelly, the oldest employee, 
has been with the firm for 38 years. Stock 
is being disposed of at auction. 

The regular monthly meeting of the 
Jewelers 24 Karat Club of New York City 
was held on Wednesday afternoon at the 
room of the club, 608 Fifth Ave. Routine 
business, including the report of the sec- 
retary and treasurer, was read, adopted 
and ordered filed. One new member, 
Henry Miller, was elected to membership. 
G. N. Niemeyer, chairman of the banquet 
committee, submitted a preliminary re- 
port. The banquet is to be held on the 
evening of Jan. 23 at the Waldorf- 
Astoria hotel. A resolution of respect 
was adopted on the death of Julius Raun- 
heim. 

Maj. Paul Chamberlain, Newark, N. J., 
will address the December meeting of the 
Horological Society of New York, on two 
subjects, “50 Steps in the Development of 
the Lever Escapement,” and “Watch- 
maker, Watch Your Public”’ Major 
Chamberlain possesses one of the most 
noteworthy collections of timepieces ex- 
tant. William H. Samelius, dean of the 
Elgin Watchmakers College, addressed a 
large representation at the November 
meeting. He illustrated his lecture on 
“The Escapement,” with  stereopticon 
views. He also spoke on gear calculation 
and answered a number of technical ques- 
tions. 

Holiday newspaper advertising by 
members of the Associated Credit Jewel- 
ers of New York and New Jersey will be 
checked by William Wagner, executive 
secretary, against standards adopted at 
a.meeting Nov. 17. This self-regulation, 
it is hoped, will help produce truthful, 
ethical advertisements. Officers were re- 
elected as follows: C. M. Bradbury, gen- 
eral manager, Royal Diamond & Watch 
Co., president; William Van Busch of 
Busch Jewelry Co., M. S. Abelson of 
Abelson’s, Inc., and Rowland D. Good- 
man of ‘Tappin’s Jewelry Stores, Inc., vice- 
presidents; Alvin R. Baer, Baer’s Amer- 
ican Watch and Diamond Co., treasurer, 
and Mr. Wagner, secretary. Annual din- 
ner will be March 21, Mr. Van Busch 
head of the committee on arrangements. 

Supreme Court Justice 
Byrne of Kings County granted a perma- 
nent injunction Oct. 24 against the Ace 
Watch Corp., 80 Nassau St., New York, 
restraining and enjoining this company 
from using the designations Avon, Avon 
watch and Avon Watch Co. in its busi- 
ness. Plaintiff was the Avon Watch Case 
Co., Inc., 168 Miller Ave., Brooklyn. The 
action was tried Oct. 6 and 7. Justice Byrne 
found that though the plaintiff had con- 
ducted business since December, 1928, 
under the name of Avon Watch Case Co., 
Inc., the defendant, since November, 1934, 
had placed upon the dial of each watch 
sold by it the word Avon and sold the 
same as Avon watch. 

The use of the name has been discon- 
tinued. 

Plans were made for the annual dinner 
dance of the Metropolitan Retail Jewelers 

(Please turn to page 85) 
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Diamonds ae 


Diamond Mounted Jewelry 


WHITELAW BROTHERS 
Diamond Importers and Cutters 
48 West 48th St. New York Clty 
















Specializing Traveling and Boudeir Cleeky 
Also complete Leather Case peer vice 
110 West 40th St. . New Yor 
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Sn, 


Ceat of Arms 


ENCRUSTERS 


BRAUNFELD &© MEHLMAN 
108 FULTON STREET 


Drilling NEW YORK, N. Y. Gem Cutting 
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Gold and Platinum Solders 
“Clinton Alloys” 
For White, Green, Yellow Gold 
Refiners of Precious Metals 


CLINTON REFINING CO., Ine. 
91 E. Kinney St., Newark, N. J. 











Edward J. 














STOP WATCHES 


Low-Priced Line. 
7 Jewels—Popular Sellers. 
Fully Guaranteed. 


Write «* free Catalogue 
» C-12 


a. WATCH co. 
266 W. 40th St., New York 


























REFINISHED 
Highest Quality Work 
All Work Guaranteed 
SAME DAY SERVICE 


Reasonably Low Prices 


SWISS WATCH DIAL CO., Inc. 

















87 Nassau St. New York 
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+8 Merry Christmas” 
to You 


bys Cte He 


65 Nassau STREET, New York 

















Send us your Old Stock of Unsalable Watches 


We will Rebuild them ... Repair them and fit 

them into Modern. Latest Design Cases. Natural 

@old Color, Stainless Steel or Chrome with at- 

tractive Dials to match. as Low as $2.25 Complete. 
35 Years in the Trade 


1. KUNNEL 
2 WEST 47th STREET 





NEW YORK 











MARCASITE MONOGRAM BROOCHES 





Send for Our New Photograph 
Memo Selections to Responsible Jewelers 
A. FRANK COMPANY 


$62 Fifth Avenue 
—>— 


New York 














Is it 18k - or 14k? . Is it Gold at all? 
ls it Silver... Palladium or Platinum? 
Is it White Gold. .or Stainless Steel? 


TESTING 
PRECIOUS 
M& TALS 


P | 
« lling 


nonnk rive Buy liven 


By C.M HOK 


A Book for all who buy, sell, work or 

Admire the Precious Metals 

Figuring Value of Old Gold, Dentures, 
-Handling them to Advantage | 


























ALL your employees 
Do not YET know 

ALL they should about 

ALL the Precious Metals! 

60 pages. Opens flat. Send $1 to 

Jewelers Technical Advice Co. 

22 Albany Street, New York, N. Y. 
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New York Notes 

(From page 84) 
Association at a well-attended meeting, 
held Nov. 19, at the Hotel Commodore. 
The affair- will be held Sunday, Jan. 31, 
at the Hotel New Yorker, with the follow- 
ing committee in charge: Abe Wolf, chair- 
man, assisted by Herman Silver, Max 
Wexler, Harry Astor, S. J. Kahn and 
Samuel Horowitz. Hyman P. Goldschmidt, 
was reelected president for the year. Other 
officers elected were: A. Goodman, first 
vice-president; M. Wiseman, second vice- 
president; Richard Mieser, recording sec- 
retary; Samuel Horowitz, financial secre- 
tary, and Abe Wolf, treas. Reestablishment 
of NRA was discussed favorably. Phineas 
Peters, chairman of the Jewelers’ Enforce- 
ment committee, was present to explain 
the program for this new agency. An 
appropriation for the work was voted by 
the association. 

Revival of the NRA was urged at a meet- 
ing of the Brooklyn Retail Jewelers Asso- 
ciation, Nov. 18. Proposed formation of 
a credit or finance agency for the metro- 
politan jewelry trade was discussed. 
Phineas Peters, president, reported the 
set-up of an agency for the enforcement 
of the second-hand watch law, for which 
the association voted an appropriation of 
$50. Robert Lipton was named chairman 
of the committee to arrange the annual 
dinner-dance in April. A letter was 
written to the police commissioner again 
requesting the stationing of a policeman 
near each retail store during December, 
as in former years. All officers were re- 
elected by acclamation as follows: Mr. 
Peters, president; Harry Brown, first 
vice-president; Mr. Lipton, second vice- 
president; C. Esposito, treasurer; Mor- 
timer Stravenhagen, secretary; Abraham 
Korn, sergeant-at-arms; and Mrs. Robert 
Lipton, Mrs. I. E. Woodruff, Louis Rosen- 
blum, Max Katz, Harry Hoffman, Milton 
Godin, Max Schwartz, R. M. Partridge 
and Mrs. I. D. Weisband, elected to suc- 
ceed her late husband, trustees. 


Subscriptions to the amount of $20,000 
were realized at the first dinner of the 
Jewelry Division of the Federation for 
the Support of Jewish Philanthropic So- 
cieties of New York City, held Nov. 18, 
at the Hotel Biltmore with approximately 
300 persons prominent in all branches of 
the industry in attendance. The pledges 
brought the total for the jewelry division 
to $47,000. The quota is $75,000 which is 
expected to be filled by the end of the 
year. Speakers were Lawrence Marx, 
chairman of the 1936 Federation drive, 
who outlined the work of this great enter- 
prise which maintains 91 institutions and 
operates with a budget of $5,000,000; and 
ex-Judge Jeremiah T. Mahoney, who com- 
mended the federation, as a credit to the 
Jewish community. Ira Guilden, Bulova 
Watch Co., was chairman and Eliot P. 
Hirshberg, of Finlay Straus, co-chairman. 
Other chairmen were: Samuel Arnstein, 
Benjamin Eichberg, Walter N. Kahn and 
Arthur Lorsch, honorary chairmen; and 
Alex E. Arnstein, Aaron Sverdlik, Oscar 
Heyman, Louis Aisenstein, Albert E. Levy, 
Royal C. Linthicum, Morris Hoffman, Har- 
vey S. Dinstman, Saul K. Ritter, Milton 
Weill, Victor A. Lambert and Lawrence 
B. Malawista, vice-chairmen. 
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Initial MARCASITE Jewelry 
(Breochee-Fobs-Rings- Bracelets) 
in 


Sterling Sitver 





| Quality—finest 
Service—quickes? 
Workmanship—bes? 


Send for our phote 
of Pins and Fobs 


MOHEL & MARIO, Inc. 
38 W. 32nd St. New York, M. Y. 








( Sete J 
WM. HERTEL & CO., Inc. 


“18 years at the same 
ress” 


GOLD 


SILVER 
PLATING | 


Silverware Repaired 
Equal to NEW 
Removing of Engravings ~~ sae 





(After )} 





Silversmiths & Platers 


17 W. 45th St. 
New York City 

















ry 2 
telco 
CUOLTORED PEARLS 


JACK J. FELSENFELD 











Why Not Your Own Plating M" 


(SAL - HYDE) 








TRAGL MARE MEGISTERED U.S. PATENT OFFICE 


SAL-HYDE IS A PREPARED PATENTED CON- 
CENTRATED SALTS FOR ELECTRO-PLATING. 
All ingredients of pure materials and 

cals. Ready for immediate use when dissolved 
in hot water. Nothing else necessary. 

Made in Rhodium, Gold in All Colors, 
White Gold, Silver, Copper, Oxidiz- 
ing, Spotting, Nickel and Stripping. 
ee Taught Gratis to Users of Sal-Hyde 
For 45 years ye has been recognized as 
Electro-Plating of quality. Send for catalog and price 


The W. Green Electric Co. 


Manufacturers of Polishing Motors, Plating Generators, 
Sal-Hyde Electre-plating Salts and Platers’ Equipment 


182 Broadway, New York 











MONOGRAM 
MARCASITE BROOCHES 


IN STERLING SILVER 


Hand made genuine French Marcasite 


Brooches in various designs and in com- 
binations with Agate, Carnelian & Jade. 
Arrangements made for sample orders 


JEWELRY CREATIONS, INC. 
Manufacturers 
117 W. 48th St. New York 








Perfect Pearl Stringing 


Specializing in repairing, weaving, 
twisting, knotting pearls and beads to 
match. 


LOUIS MAISNER 
48 West 48th St. New York, N. Y. 








ENGRAVED SEAL STONES 
For Schools and Colleges 


The S. E. MORRO Co. 
“Doing one thing well” 
554 Vanderbilt Ave., Brooklyn, N. Y. 








SILVER REPAIRED 
equal to New 
PLATING in all 
its branches. 
Display Card on Request 


KWATT JWLY. CO. 
Before Nassau St., New York, N. Y. 


F 








JEWELERS’ BOXWOOD SAWDUST 


Double Screened Maple 
Hardwood Sawdust 
Fine — Medium — Coarse Sizes 


Free Samples, Quotati on Req 
BUY DIRECT FROM MANUFACTURER 
NATIONAL SAWDUST CO., INC. 

84 North 6th St. Brooklyn, N. Y. 











WANTED 
Experienced jewelry man capable of 
installing dignified credit system in “bet- 
ter” type jewelry stores. 
Advertising and publicity knowledge 
an asset but not absolutely necessary. 
Give full particulars, address “G., 








5123,” care Jewelers’ Circular-Key- 
: stone. 
= Manufacturers of 
RELIGIOUS ARTICLES, EMBLEMS 
3 Stamping and blanking 
Equipped with Automatic Drop 
Sittens and power press. 
that THE APOLLO JEWELRY CO. 
are 105 Fulton St. New York 
Right Phone BEekman 3-7628 











WATCH 


PIERCE 
WATCHES 





Approach of Holiday Season Speeds Openings 
of Long List of New Retail Jewelry Stores 


If December be the harvest time for re- 
tail jewelers a number of new businesses 
will be among the reapers. The follow- 
ing list of recently launched enterprises 
is in addition to 50 tabulated in the col- 
umns of this journal last month. 

The firms listed herewith are well dis- 
tributed throughout the nation, being sit- 
uated in 19 states. Many are lavishly 
equipped with the latest merchandising 
accessories, specially designed fronts, air 
conditioning and other modern depar- 
tures. 


The list follows: 


The Kay Jewelry Co. of New Britain, 
Inc., New Britain, Conn., incorporated 
with a capital stock of $42,000, has opened 
a store at 306 Main St. 

Nickelsen Jewelry Co., R. L. Nickelsen, 
Jr., proprietor, recently opened at 12 S. 
Palafox St., Pensacola, Fla. 

The Wise Credit Jewelers have opened 
a new store at 251 Market St., Sunbury, 
Pa, 

The seventeenth of the Rudolph 
jewelry stores was opened recently at 781 
Bergenline Ave., Union City, N. J. 

The Veil-Rick Jewel Shop is being 
opened at 111 W. Eighth Ave., Topeka, 
Kan., by C. W. Fitzpatrick, formerly with 
Wolf's Jewelers of the same city. 

Seymour’s is title of a credit jewelry 
business opened Nov. 1 at 708 State St., 
Erie, Pa., by Seymour G. and Sidney J. 
Rudolph. 

Leo Koze has opened a jewelry store 
and repair shop at 309 N. Main St., South 
Bend, Ind. 

The H. L. Art jewelry store, 18 N. Park 
Place, Newark, Ohio, announced itself 
with a six-page advertisement in the 
Newark Advocate-American Tribune. 

William G. Huff has opened a jewelry 
store at 66 E. Broadway, Eugene, Ore. 

A third Joe Goldman jewelry store, in 
W. Wisconsin Ave., Milwaukee, Wis., is 
managed by Herbert R. Herzberg. 

Preston W. Burbage, a graduate of 
Bowman Technical School, has opened a 
jewelry store in W. Main St., Salisbury, 
Md. 

A new jewelry business has been 
launched at Burns, Ore., by Chester A. 
Felt, formerly of Portland and Prairie 
City, Ore. 

A. H. Meyer, operating a retail busi- 
ness at Old Hickory, Tenn., is opening a 
new credit store at 623 Church Ave. A 
new modern front and fixtures have been 
installed. 

A. Read Michelsen, formerly with the 
Anderson Jewelry Co., Inc., Salt Lake 
City and Ogden, Utah, has opened a 
jewelry business at 225 S. Main St., Salt 
Lake City. 

The Auerbach department store, Salt 
Lake City, has opened a jewelry depart- 
ment. 

A store known as Rice, the Square Deal 
Jeweler, is being opened by J. Leland 
Rice, at 23 S. 9th St., Fort Dodge, Ia. 

Charles A. Swan, reentering the jewel- 
ry business, has opened a new store at 
Main and River streets, Salamanca, N. ¥ 
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Sidney E. Noyes, who was one Of the 
first watchmakers in Maine to receive the 
certificate of the Horological Society of 
America, has opened a jewelry store at 
15 Main St., Bangor, Me., where he has 
been in the watch repair business for the 
past 15 years. 

Crosby Credit Jewelers opened Noy, 
13, at 7 N. Broad St. Trenton, N, J. 
Irving Siegel, proprietor, also heads the 
Hamilton Co., Inc., retail store at 1% 
S. Broad St. 

Arthur Nash has opened a repair shop 
in the Candee block, Waterville, N, y, 

The Frank Lovegod Jewelry Co, hay 
opened in the Hanlon building, Vallejo, 
Calif. 

Skei-West Jewelry Co. is title of a busi. 
ness opened at Hollister, Calif., by 0, 1, 
Skei and Harry West of Eugene, Ore, 

The new Berkeley Hills, Calif., store of 
Trabert & Hoeffer, Inc., Mauboussin, at 
9474 Wilshire Blvd., will open Dec. 10, a 
duplicate of the Park Ave., New York, 
store of this large concern. The front was 
changed to the design of the New York 
store, which was remodeled in 1935, The 
Berkeley Hills store also has an octagon 
room as the principal one, and is sim- 
ilarly finished in a blue and silver color 
scheme. 





Seek Auction Curb 


Prohibition of jewelry auctions during 
December was sought by the Milwaukee 
Jewelers Guild, a committee from which 
appeared before the Milwaukee Common 
Council, asking that a public hearing be 
held before an auction permit is granted. 





Toronto Union Negotiates 


Twenty-four jewelry manufacturers of 
Toronto, Canada, have signed agree- 
ments with the Toronto Jewelry Work- 
ers’ Union, which has applied for a code 
under the Industrial Standards Act and 
has voted to reafhliate with the Interna- 
tional Jewelry Workers’ Union. The 
union asked a minimum of 62% cents an 
hour for all workers. 





Swiss Exposition in 1938 


The next Swiss National Exposition 
will be held in 1938 at Zurich, the largest 
city in the country. This is the first. of 
these fairs to be held since 1914.. Work-’ 
shops in operation are among the features 
planned by the organizing committee. 





Participates in Fashion Show 


SAGINAW, MicuH.—Costly modern 
jewelry furnished by a leading jeweler of 
the city was featured in a fashion show 
conducted by The Saginaw News and 
presented in two performances at the au- 
ditorium. Miss Isabel Rumely, New York 
stylist and fashion writer, who cof- 
ducted the show, stressed the importance 
of the proper jewelry accessories for this 
season. 
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Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS 
JEWELERS AND ENGRAVERS 





aN Broad and Somerset Streets 
PHILADELPHIA, PA. 








- ELGIN & CYMA 
—— WATCHES 


LOUIS SICKLES 


1016 Chestnut St., Philadelphia, Pa. 
“wholesale Distributors to the Trade” 











ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 


SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 

From authorized Distributors 

JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 43 years) 


ZIRN KILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON %4,2,(37%,8 


PHILADELPHIA 














MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 








BOWMAN 
Technical School 


Watchmakers 
Engravers, Jewelers 
Write fer free book “Your Future and Our School.” 


JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 

















BYARD Ff. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 








C Oe 


MANUFACTURING JEWELERS 
SINCE 1907 


SPECIAL ORDER WORK—REPAIRING 
711 SANSOM ST. PHILADELPHIA 
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PHILADELPHIA: 


G. J. McKenna called on the trade 
here in the interest of the Waltham 
Watch Co. He is including Baltimore, 
Washington, Richmond and Norfolk in 
his itinerary. 

Albert G. Tansley, 69, a jeweler at 
Darby for 40 years, died of a heart at- 
tack at a restaurant, recently. The de- 
ceased was a member of several frateriial 
organizations. 

The safe of John J. Herman, manu- 
facturing jeweler at 735 Walnut St., was 
cracked and robbed of platinum and gold 
mountings and watches with an estimated 
value of $30,000, on Sunday, Nov. 1. 

Adolph Ritter, 69, a wholesale jeweler 
here for 30 years, died recently as a re- 
sult of injuries suffered in an automobile 
accident. He conducted his business at 
804 Chestnut St. until his retirement three 
years ago. 


b Sa Sg NS Ag NS Zag Zag 2g 2g 2g 7g 


Wishing Bou a Merrp and 
Busy Christmas 
a es St ee i ee ee 


Man, Arrested at Newark, Confesses 
$5,000 Robbery at Roanoke 


ROANOKE, VA.—Captured with an auto- 
matic in his possession at Newark, N. J., 
a man has confessed robbing wrist 
watches and rings valued at $5,000 from 
The Southern, credit jewelry store of this 
city, sometime between closing time Nov. 
7 and Monday morning, Nov. 9. The 
man said he had lived for about six 
months at a cheap Roanoke hotel. The 
loss was largely covered by insurance, 
and it was hoped that much of the loot 
would be recovered. 

The vandal gained entrance by cutting 
a hole in the roof and breaking through 
a metal transom. 





Arthur Groenman 


Lonc Beacn, L. I, N. Y.—Arthur 
Groenman, 75, of a line of European 
diamond cutters, who conducted an im- 
porting and cutting business in New York 
until his retirement about seven years 
ago, died at his home here, Nov, 11. Mr. 
Groenman was in business at 71 Nassau 
St. for about 15 years. He came to Amer- 
ica from Amsterdam where he learned 
diamond cutting 60 years ago. His widow, 
six daughters and one son survive. A 
on-in-law, David Davidson, is a diamond 
wholesaler at 2 W. 46th St. 


Earl S. Clifton 


Morristown, TENN.—Earl S. Clifton, 
proprietor of Clifton’s, Inc., died Nov. 6, 
after an illness of a few days, in the lo- 
cal hospital. Mr. Clifton was a member 
of the Tennessee Watchmakers’ and 
Jewelers’ Association. It is believed that 
exposure during the enlargement and de- 
velopment of the store during the past 
two weeks resulted in pneumonia which 
caused his death. 
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DINIES 


STERLING 








SPECIAL ORDER WORK IN 


PLATINUM AND GOLD 


HIEGL & HLAVATSCH 
Mtg. Jewelers 


720 SANSOM ST. PHILADELPHIA, PA. 
Repairing. Satiefactory Serviee for Over 28 Years 








SILVERLING 
r fee mag S silver Polish that is harmless te 
: ealth or ~ Sewers. No a 
ng necessary before after using. 
8 ounce Bottles, Price $3.00 per Dozen, 
Prepaid. Retail, 50 cents a A free 
sample ‘will tell its own ee Address 
SILVERLING 
1215 East Republic Street, Peoria, Illinole 








SETH THOMAS CLOCKS 
Complete Stock On Head 
on Array cers, 


| emporio? 
SCRANTON, PENNA. 
“FACTORY DISTRIBUTORS” 








OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts ef the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awaiting your OK. 


EMPIRE SMELTING &REFINING 00. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 




















“SUPER-SERVICE” 
ROLLING MILLS 


PUT 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 













—= 








MIRPO SILVER POLISH DE LUXE 
Amertea’s Best. Non-poisonous. Non-inflammable. 
Easily applied; easily removed. 

@rder thru your jobber or direst. 

Write for free sample. 


MIRPO PRODUCTS MFG. CO. 
LaPORTE, INDIANA 











aUTTLe 


ARISTOCRATIC 
STERLING 














A superior polish — backed 
by over a century of experi- 
ence in the manufacture of 
fine silverwore. For use ond 
rescle—borrels to 3 02. jars. 


REED & BARTON Taunton, Mass. 


SILVER 
POLISH 


“vers MN 




















DUB-L-LOK 
WORKS AUTOMATICALLY 


= 


; = 
— Sample on request - 


WELLS MFG.CO. A TE0"° 





















“Come to Kamlot First’’ 


We carry one of the most com- 
plete stocks at all times of watch 
materials and supplies for 


ELGIN 


HAMILTON—WALTHAM—ILLINOIS 
BULOVA—GRUEN—LONGINES 
and all other Swiss makes 
Mail Orders Filled Accurately 
and Promptly 
HENRY KAMLOT COMPANY 


387 Washington St. 
BOSTON, MASS. 











ANCHESTER 
SILVER COMPANY 


F LAND 








OBO Send for Catalog 
Sterling Silverware e) and 
_ and Novelties Hl Latest Price List 
a 


| 


4 
EBORO MASSACHUSETTS 


G.H.FRENCH & COMPANY 











~PROVIDENCE: — 








Wishing Vou a Prosperous Christmas Beason 


John Sperry Addicott, engraver, died 
in his 80th year at his home at Attleboro, 
after a long illness. Born in Birmingham, 
England, he came to Attleboro 40 years 
ago. 

The jewelry store of Michaels-Bauer 
Co., Inc., 365 Westminster St., was robbed 
for the fifth time within a year, on Nov. 1. 
Gold rings and vanities, valued at nearly 
$200, were stolen from a display window 
smashed by a brick. 


Registration in the Jewelry Trades 
School, of Attleboro, Mass., is open to 
adults. The fundamental principles of 
jewelry will be studied and practical work 
will be done in drawing, modeling, plaster 
casting and design. The class will meet 
for two hours, two night each week. 


The appeal of Attleboro, Mass., manu- 
facturing jewelers from a new state law 
which calls for Armistice Day observance 
under Sunday laws was denied on the 
grounds that the holiday rush order busi- 
ness did not constitute an emergency. 
Nearly all the local factories sought per- 
mits to operate, reporting they were rushed. 


The funeral of Charles Henry Field, 

81, widely known among manufacturing 
jewelers, designers and fountain pen mak- 
ers as an authority on engraving and en- 
gine-turning, who died Nov. 14, was 
attended by many former associates of 
the older generation in the industry. He 
learned his trade under his father, the 
late Charles H. Field, and was the last of 
three generations in the craft. 
. Irving L. Hodges, jeweler employed by 
the C. G. King Co., here, died on his 50th 
birthday, recently, at his home at Attle- 
boro, Mass., where he resided for the past 
25 years. Death ensued from a heart at- 
tack. An expert jeweler, Mr. Hodges had 
been a member of the former firm of R. B. 
Macdonald Co. He was also employed 
at the C. O. Sweet Co. and was foreman 
of the C. A. Marsh Co., Attleboro, before 
coming to this place. 

A fund of $300 has been raised among 
members of the New England Manufactur- 
ing Jewelers’ and Silversmiths’ Associa- 
tion to assist in the purchase of equipment 
for a class in electro-plating in the De- 
partment of Jewelry and Silversmithing at 
the Rhode Island School of Design. This 
class is directly benefiting the industry, it 
is pointed out, as an actual scarcity of 
high class workers is developing. It has 
been suggested that a general course be 
abandoned to allow for specific courses, to 
include jewelry making, sample making, 
hub and die-cutting, toolmaking, modeling, 
silver designing, electro-plating, engraving 
and others. 

L. Metcalfe Walling, director of the 
State Department of Labor, acting under 
a State minimum wage law enacted by 
the General Assembly at its session last 
Spring, has taken the first definite step 
in fixing minimum wages for women and 
minors in Rhode Island industry bv ap- 
pointing a nine-member board, repre- 
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senting employers, employees and Public, 
to study and recommend as well ag isgye 


directory orders for such minimum wages 7 

in the manufacturing jewelry industry, d 

These orders, however, it is pointed oy 

at the State House, would not be legally 

binding. The following will represent : 

employers: Edward O. Otis, Jr., executive : 

secretary of the New England Manufac. 

turing Jewelers’ and Silversmiths’ Asso. 

ciation and president-treasurer of Otis, ‘ 

Inc.; Benjamin Brier, president of the E 

Brier Mfg. Co., and Edgar E. Baker, 4 
V 


president-treasurer of the W. R. Cobb 
Co. and president of the Metal Finding 
Manufacturers Association. These will 
represent employees: Miss Alice Newton, 
of the Monocraft Jewelry Co.; Miss 
Ethelvina Leite, of the Ole B. Owren Co, 
and Donald McCabe, secretary of the In- 
ternational Jewelry Association, Local 
No. 8.. The following will represent the 
public: Prof. William Adams Brown, Jr. 
of Brown University; Miss Alice Hunt, 
president of the Consumers’ League of 
Rhode Island, and George Hurley, for- 
mer Assistant Attorney General of Rhode 
Island. The board organized at once 
with George Hurley as chairman and 
Mrs. Louise Q. Blodgett, chief of the Di- 
vision of Women and Children of the 
State Department of Labor, as ex-officio 
secretary. A recent survey of the State 
Department of Labor’s Division of Women 
and Children, covering more than 60 per 
cent of the manufacturing jewelry indus- 
try, shows that the earnings of women and 
minor workers in the industry were defi- 
nitely less than the earnings of male work- 
ers, and that 1402 workers or about 16 
per cent of the 8833 employees covered 
received less than 26 cents an hour. 


aim tt, nie pee 





Warren Telechron Co.’s ca at 
Ashland, Mass., Is Enlarge 


ASHLAND, Mass.—The Ashland factory 
of Warren Telechron Co. has another 
new and modern addition. It includes a 
building with a total floor area of ap- 
proximately 10,000 square feet, of which 
about 7,000 square feet is manufacturing 
floor space, and 2,000 square feet is plat- 
form space, and two acres of land adjoin- 
ing the Boston & Albany railroad. 

The expansion brings Telechron’s total 
space to more than 86,000 square feet, will 
lessen congestion in the main factory, and 
will accomplish more of the work at Ash- 
land that previously had been placed out- 
side. Increased employment has resulted. 


Massachusetts School of Optometry 
INCORPORATED 
Standard Three-Year Day Course 


Post Graduate and Special Courses 
Arranged 








For further irformation address: 


1114-1118 BOYLSTON STREET 
Boston, Massachusetts 
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Ernest Krauss, who is opening a jewel- 
ry store in West Palm Beach, Fla., was a 
business visitor in Cincinnati for a few 
days. 

A wrist watch was stolen from Jacob 
Reinstatler’s jewelry store at 848 Clark 
St, through a small hole broken in the 


window. 

Loot consisting of eight watches, pen 
and pencil sets, cigarette cases and com- 
pacts stolen from Robert L. Hummel, Inc., 
410 Vine St., was recovered by the police, 
who took two negroes into custody. 

The silver anniversary of the Crafters 
company was held at the Cincinnati Art 
Museum early in November with John 
Marshall Phillips, curator of the Mabel 
Brady Garvan Collection in the Gallery 
of Fine Arts Collection at Yale Univer- 
sity, as the speaker. 

Mrs. Louisa Esberger, 82, mother of 
Albert and Hubert Esberger, jewelers at 
1133 Vine St., died at her home in Mt. 
Auburn. Her husband, the late Charles 
Esberger, jeweler for 60 years, died a 
year ago. The business he founded is 
being carried on by the two sons. 


Four members of the Rough Riders 
camp at Remington, Ohio, on the Little 
Miami river, who are jewelers spent the 
week-end following election, at the resort. 
The four were: Staff Rushcart, Carl 
Schrieber, Carl Thoma and J. Charles 
Hummel. The outing involved target 
shooting, horseshoe pitching and hiking. 


The annual meeting of the Cincinnati 
Wholesale Jewelers & Manufacturers As- 
sociation will probably be held during 
the last week in December but just where 
and when has not been decided. Arthur 
Jacobs, president, asserted everyone has 
been so busy taking care of business late- 
ly that none have given much thought to 
organization gatherings. 


The marriage of William Foy Her- 
schede, son of Walter J. Herschede, head 
of the Herschede Hall Clock Co., Inc., and 
Margaret Mary Williams, daughter of 
Charles F. Williams, president of the 
Western & Southern Life Insurance Co., 
was solemnized at St. Francis de Sales 
church. The wedding trip included a 
voyage to Rio de Janeiro and Buenos 
Aires. 


Jackson’s, a credit jewelry store, has 
opened its establishment at the south- 
west corner of Seventh and Vine Sts. The 
store is modernistic in treatment with so 
much display glass that all parts of the 
store can easily be seen from both 
Seventh and Vine Sts. Its exterior dress 
of black and display glass trimmed with 
aluminum bands forms an attractive im- 
provement in the neighborhood. 


A resolution of thanks was sent to the 
Better Business Bureau of this city by 
Cincinnati Guild, Ohio Watchmakers As- 
sociation, for a poster that is being dis- 
played in prominent places warning 
persons about fraudulent or unethical ad- 
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vertising about cheap watch repairing. 
The Business Bureau placed the placard 
in offices where Cincinnatians pay their 
monthly utility bills and other prominent 
spots. 

The first grand ball of Cincinnati 
Guild, Ohio Watchmakers’ Association, 
will be held at the Sinton Hotel, Jan. 16. 
Members of guilds at Dayton and Colum- 
bus, Ohio, Indianapolis, Ind., and Louis- 
ville Ky., will be invited as will members 
of the Cincinnati Wholesale Jewelers & 
Manufacturers Association, Greater Cin- 
cinnati Retail Jewelers and the Town 
Criers. The committee in charge con- 
sists of: Leo Hofer, Fred Mende, Hans 
Demmer, Clyde Kaegy, Richard Auken- 
thaler and George T. Gruen. 


A close watch on the state tax program 
will be maintained by the Ohio Associa- 
tion of Retail Jewelers, it was announced 
by Henry Von Unruh, Cincinnati, presi- 
dent of the state organization. A careful 
scrutiny will be kept in an effort to stave 
off any further taxes on jewelry sales 
which might be instituted to replace the 
lifting of a sales tax on food bought for 
home consumption. Voters of Ohio at the 
last election voted out the food tax and 
even though Gov. Martin L. Davey, who 
was reelected, asserted no further taxes 
will be needed, it is thought probable that 
some other means will be sought to re- 
place the food tax. Retail jewelers of the 
Buckeye state, through their tax commit- 
tee, intended to keep a weather eye on 
the legislature and wage a rugged cam- 
paign against increased taxation on their 
business. 


The annual business meeting of the 
Town Criers, traveling jewelers’ organ- 
ization, will be held shortly after Thanks- 
giving, it was announced by J. Charles 
Hummel, scribe. All of the men of the 
road in this locality come in and go out 
with enthusiastic reports about business 
conditions and so many of them have been 
on the go during the past two months 
that few have had an opportunity of at- 
tending the weekly luncheon meeting at a 
restaurant on E. Seventh St. The annual 
jollification session of the Criers will 
probably be held at the Cincinnati Club 
early in January and arrangements for 
it will be made at the meeting after 
Thanksgiving. From general reports the 
salesmen will have good cause to cele- 
brate in style at their annual get together 
because of the amount of business trans- 
acted this year. 


Emil Block 


BurraALo—Emil Block, who retired 
from the manufacturing jewelry busi- 
ness in 1930, died at the age of 58, at 
Rochester, Minn., after an operation. 
Mr. Block, with his two brothers, Adolph 
and Joseph B. Block, organized the 
Queen City Ring Co. That business was 
discontinued in 1910 and the deceased 
formed the Knickerbocker Jewelry Co., 
here. 












WHERE TO BUY 








PETER HENRY & SON 
WATCH CASE REPAIRING 
GOLD AND SILVER REFINING 


Prompt Service, Maximum Returns 
610 Glenn Bidg., Sth & Race Sts., Cincinnati, Obie. 
Cive us a trial. 











10% Iridium Platinum 
SCHIRA BROS. 
PLATINUMSMITHS 
15 W. Sixth St., Cincinnati, Ohio 
PLATINUM WORK A SPECIALTY 














7c Per K 






for your 
GOLD SCRAP 
8K — 56¢ 18K — $1.26 
10K—70¢ Br. — 1.19 
144K—98¢ Cr. — 1.40 






SHIPMENTS SOLICITED 


INDIANA GOLD-SILVER CO. 


334 W. Chestnut St. 
LOUISVILLE, KY. 











Surplus Outlet Co. 


Cash buyers of complete 
Jewelry Stores or your surplus 
stock. References, Jewelers’ 
Board of Trade and American 
National Bank, Chicago. All 
communications confidential. 


PAUL ROSENBERG, Mgr. 
5 So. Wabash Ave., Chicago, Ill. 











Watch Crystals 
Stay Put with 
STICCA 


Order from your jobber or send 25¢ 
for full size bottle. 


TRIANGLE MFG. CO. 
740 Oakland Place Bronx, N. Y. 














If you are in need of anything in the 
Gift Lines 
see our announcement on page 67 
The Jewelers’ Circular-Keystone 
































GRAU & HUBER 


Manufacturing Jewelers 


Our Specialty 
Diamonn Setrine ano Speciat Orver Worx 
Warcn ano Jewecry Repairine 
Ewncravine ano Carvinc of Att Kinos 
Aiso Stamping of Leatner Goons 


416 CLARK BUILDING 


PITTSBURGH, PA. 1936 











DISTINCTIVE 
HOLIDAY MERCHANDISE 


& 

TOILET SETS 
GIFT ITEMS 
MEN'S ZIPPER SETS 
WATCHES 
and 
DIAMONDS 


M. BONN CO. 


713 PENN AVE. PITTSBURGH, PA. 








EXPERT REPAIRS 
jewelry of Every Description 
DIAMOND SETTING AND ENGRAVING 
DOERNBERGER & MUCK 
406 Piitebergh Life Bidg. Pittsburgh, Pe. 








JEWELERS’ SUPPLIES 
DISTRIBUTORS OF 
Genuine Factory Materials. 
Watch Glasses, Tools, Findings, Etc. 
Optical Findings. 
MARTIN GLUCK & SONS 
New Address: 
318-14 Clark Bidg. Pittsburgh, Pa. 








WE OFFER 


PROMPT SERVICE 


FROM THE LARGEST STOCK 
BETWEEN NEW YORK AND CHICAGO 


ELGIN and WALTHAM 
WATCHES 


PRODUCTS OF 


NEW HAVEN 
INGERSOLL 
WESTCLOX 


KADETTE RADIOS 


1847 ROGERS BROS. and 
COMMUNITY PLATE 


COMPLETE LINES OF GOLD 
AND GOLD FILLED JEWELRY 























SAMUEL WEINHAUS CO. 


720-722 PENN AVE., PITTSBURGH, PA. 














PITTSBURGH: 


Saul, 
trip 


David Weis and his brother, 
have returned from a_ business 
through Ohio. 

An interesting exhibition of old Eng- 
lish silver was recently held at Reizen- 
stein’s galleries, Liberty Ave. 

Harry Myers, for many years asso- 
ciated with the Gorham Mfg. Co., has 
joined the sales staff of the Hardy & 
Hayes Co., Wood St. 

Wallace Miller, Uniontown, Pa., retail 
jeweler, has enlarged his place of business 
and added an optical department in charge 
of Dr. Marling Miller, Jr. 

Dr. F. B. Theakston, for many years a 
jeweler and optician of Brownsville, Pa., 
died recently. At the time of his death, he 
was associated with J. W. Nichols, retail 
jeweler of Uniontown, Pa. 

Many floral tributes graced the enlarged 
and attractive quarters of the S. A. Meyer 


GOL OLLI OLLI OLCOTT 


Bo Not Let Dour Stock Get 
Too Low. Christmas Is Just 
Around the Corner 
ne ee ee es ee ee oe ee 


Co., Washington, Pa., at the formal re- 
opening, Nov. 21, with approximately four 
times as much floor space as previously. 

C. F. Pugh, secretary of the Pugh Bros. 
Jewelry Co., has filed application to in- 
crease the capital stock from 150 shares 
at’ $100 par value to 450 shares with 
total par value of $45,000, 

Helfer’s, Inc., Penn Avenue credit 
jewelers for many years, are now situ- 
ated on the ground floor of the Clark 
Building, 715 Liberty Ave., where they 
have taken a lease for five years. 

The J. B. Bernstein Co. has taken larger 
quarters in room 502, Clark Building. 
David I. Helfer, manufacturing jeweler, 
and J. E. King & Son, watchmakers, are 
now occupying joint quarters at 316 Clark 
Building. 

Quite a few of the credit jewelers are 
employing radio advertising during the 
holiday season, including S. H. DeRoy & 
Co., Inc.. Wm. J. Kappel Co., Inc., and 
Henry Wilkens & Co., Inc. The latter 
company donated its radio time over 
WJAS Sunday afternoon, Nov. 8, to open- 
ing and promoting the Pittsburgh Com- 
munity Chest Fund. 

Francis A. Keating, president of the 
Grogan Co., Inc., is a member of the 
board of the Christmas Seal and Com- 
munity Fund executive committees. Mr. 
Keating was also honored recently by 
election to the board of directors of the 
Hospital Council of Allegheny County, a 
newly formed organization which is aim- 
ing to coordinate community hospital ser- 
vices. 

A large group of out-of-town retail 

(Please turn to page 91) 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


* 
618 LIBERTY AVE., PITTSBURGH 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successore to Heeren Bros., Company 


140 8TH ST., PITTSBURGH, PA. 











EXPERT JEWELRY 
ENGRAVING 


Our staff of four engravers assures you of 
prompt and efficient service at moderate 
Engraving PILL 


HILLEGAS 


Cc. FB. 
415-A Clark Bidg., Pittsburgh, Pa. COurt 6688 


prices. 























“on and SILVER 


Scrap and Wastes 
IPUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 
> 


GOLD, SILVER, PLATINUM, re 
and KARAT GOLDS, etc., furnished 

















VERNON-BENSHOFF CO.” 


Clark Building _— Pittsburgh, Pa. 
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Pittsburgh Notes 
(From page 90) 


‘ were in Pittsburgh purchasing re- 
po just prior to the holidays, 
pane them: Mr. Mitchell, manager, 
David Karp jewelry store, Barnesboro, 
Pa.; Dan Rosenshein, Masontown, Pa.; 
Myer Rosenthal, Fredericktown, Md.; Jack 
Bobes, Martins Ferry, O.; Harvey Aron- 
gon, Harvey’s Credit Jewelry Store, Cum- 
berland, Md., and L. A. Fiscus and 
Clarence Bloser, New Kensington, Pa. 
Terheyden Co., Inc., 530 Smithfield St., 
reports considerable activity as a result 
of a 15-minute diamond drama broadcast 
which the company sponsors every Sun- 
day afternoon at 4.45 o’clock over sta- 
tion WCAE. The broadcast precedes one 
of the large nationally advertised pro- 
grams and Maurice W. Rihn of the com- 
pany feels that many people are tuning 
in for the feature to follow and in doing 
so, receive the Terheyden announcements. 
Business is much better than last year 
and there has been a noticeable demand 
for diamonds, according to Mr. Rihn. 


Under date of October 21, the Home- 
stead, Pa., Messenger says editorially: 
“Santa Claus must feel elation at read- 
ing of the optimism expressed by the 
American National Retail Jewelers’ As- 
sociation in convention assembled in New 
York. Wholesalers and manufacturers 
report much better business and _ local 
dealers back up the outlook for restored 
trade. It is the sort of news everybody 
can hear with sympathetic interest. Large 
divisions of political thinkers (and say- 
ers) will be busy until after election either 
viewing with alarm or pointing with 
pri.’e, but the boy meets girl industry goes 
on lespite all handicaps. It is four- 
seascnal.” 

Ci'y Council has not as yet acted on 
the »roposed amendment to the present 
ordis.ance which would permit perma- 
nent auctions in this city. Lawrence C. 
Coo!, auctioneer, who is seeking the 
chanze, is opposed by prominent local 
jewe ers and merchants as well as the 
Bette’ Business Bureau. Under the pres- 
ent law, before it is permissible to con- 
duct an auction, a firm must. have been 
situated in the place of business for one 
year and then only a 15-day auction will 
be permitted. The jewelers have attended 
a number of hearings and feel fairly well 
assured that should the ordinance be 
amended, to permit permanent auctions 
of diamonds and silverware will be ex- 


cluded. 


With the approach of the holiday sea- 
son, thieves continue to prey upon jewel- 
ers and several bold window smash-ups 
have been reported. On Oct. 26, thieves 
hurled a brick through a window in the 
Max Unger jewelry store, 976 Liberty 
Ave., and escaped with four watches 
valued at $118 and $15 in cash, according 
to city detectives. Estate of H. B. Pott- 
hoff, Latrobe, Pa., reports that thieves 
broke a display window in that store 
early Sunday morning, November 8, and 
carried off twelve watches, several dia- 
mond rings and other jewelry valued at 
$500. The next day a $1,000 jewelry 
theft was reported in Carnegie, Pa., and 
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a suspect was arrested and held in the 
County jail on a district attorney’s de- 
tainer. Stanley Bryleski, south side retail- 
er, recently suffered a $100 loss when a 
display window was broken and robbed. 





Quebec Jeweler Robbed of $2,300 


QueBEc, CAN.—Simeon Chamberland, 
elderly retail jeweler, was severely man- 
handled and robbed by three men who 
entered his store late on the night of Nov. 
9. The loss was estimated at $1,500 in 
jewelry and about $800 in cash, most of 
which was later recovered when police 
arrested one of the robbers as he was 
about to board a train to Montreal. 


$15,000 in Jewelry and Old Gold 
Reported Stolen from Two 
Buffalo Concerns 


BuFFaLo, N. Y.—Three masked robbers 
after binding five men in the joint offices 
of the Schwartz Jewelry Co. and the S. & 
G. Jewelry Co., Inc., at 257 Franklin St., 
Nov. 15, escaped with considerable jewelry 
and $260 in currency. The loss of the 
former firm was about $5,000 and of the 
latter firm about $10,000, largely covered 
by insurance. 

Edward J. Schwartz, manager of the 
Schwartz firm, admitted the robbers into 
the offices. Max Robins, vice-president of 
the S. & G. firm, and a janitor were bound 
with him, when Henry Armsheimer, 9 
Maiden Lane, New York, a buyer of old 
gold arrived and was robbed of $200 in 
cash. Leon Hyman, partner of Schwartz, 
last to arrive, was forced to open the safe 
from which the thugs scooped old gold 
and jewelry. 

Loss included eight papers of 1400 small 
diamonds, 30 papers of synthetic stones 
and 723 cameo and colored stone rings 
stamped 10K S-G, from S. & G. Co., and 
350 men’s yellow gold cameo rings, 100 
men’s sterling cameo rings, 100 ladies’ 
yellow gold diamond mountings, 350 yel- 
low gold unset rings, and 6,000 loose 
colored stones and onyxes from Schwartz 
Jewelry Co., besides a quantity of other 
jewelry. 








Battle Creek Firm’s Loss Covered 


The Jewel Box, 46 W. Michigan Ave., 
Battle Creek, Mich., reported loss in bur- 
glary Oct. 25 as slightly less than $800, 
covered by insurance. 

Schwartz & O’Brien, 759 N. 27th St., 
Milwaukee, Wis., discovered loss of a $300 
diamond ring after wrist bands and rings 
were shown a man customer. 

Dan Levin store, 100 S. First St., San 
Jose, Cal., suffered loss of six watches; 
three diamond wedding ring sets and semi- 
precious stone ring in a window-smashing 
robbery Nov. 4. 

Jacobi, Inc., 219 N. Howard St., and 
Kay Jewelry Co., 7 W. Lexington Ave., 
Baltimore, Md., were robbed on Nov. 13 
within 15 minutes by a window-smasher 
who escaped by driving from the scene of 
the robberies. Watches valued at $240 
missing. 

George B. Clark Co., 1057 Broad St., 
Bridgeport, Conn., reported loss of large 
amount of jewelry from show cases, on 
Nov. 12. A transient, who had been em- 
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ployed in store for few days was arrested 
with $700 of the loot. 


Thieves Force Lock 

John A. Davis Co., 603 Kansas Ave., 
Topeka, Kans., reported a loss of $2,000 
to burglars who forced lock on the front 
door during night and took 25 watches, 
and miscellaneous jewelry. 

Kusti Lahde, 50 Belmont St., Worcester, 
Mass., lost $300 in watches and rings to 
youth who tossed paving brick through 
window, Nov. 11. 

Brackin Jewelry & Optical Co., Inc., 
4th Ave. and 20th St., Birmingham, Ala., 
reported theft of woman’s platinum ring 
with one-carat diamond, surrounded by 
four marquise and 20 small diamonds, on 
Nov. 9. 

Peacock Jewelry Co., 419 Texas St., 
Shreveport, La., loss in robbery, Nov. 2, 
reported to be $7,500 in jewelry, including 
about 400 watches and four trays of rings. 
Thieves gained entrance by boring hole 
in floor of office. Loss fully covered by 
insurance. 


Thieves ‘Take Over’ Building 


Cracking of the safe of Alexander 
Siegel, jeweler at 3630 Broadway, New 
York, made front page news Nov. 22. A 
troupe of yeggs brazenly took over op- 
eration of the apartment house in which 
the store is located, and for five hours 
maintained services while the regular 
employees were held under guard in the 
cellar. 

The robbers gained entrance to the 
store by cutting a hole through the ceil- 
ing. While the safe was being broken 
others of the robbers were operating the 
elevator and firing the furnace. The loss 
Was estimated at between $3,000 and 
$4,000. 








Edward F. Kaelin 


CINCINNATI—E dward F. Kaelin, 
jeweler at 1823 Vine St. for 39 years, 
died suddenly at his home from a heart 
attack early in November. Mr. Kaelin was 
60 years old and a native of the Queen 
City. Associated with him for 15 years 
had been a brother, Charles Kaelin, who 
will carry on the business. 





New KENSINGTON, Pa.—E. A. Bloser, 
retired jeweler and civic leader of this 
city, died recently at the age of 79 years, 
after a lingering illness. 













PITTSBURGH 
Seeks Your Patronage 








WATCH MATERIALS 
JEWELRY SUPPLIES 
* 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


406-7 Clark Building Pittsburgh, Pa. 





























[ WHERE TO BUY 


Gucomparable 





eum WORK COSTS NO MORE 
GRDINARY WORK 


BECKER-HECKMAN CO. 


@ &. Madisen St. CHICAGO, ILL. 





Sterling Applied on Bronze 
Brooches and Clips 
Assorted Designs 

Exelusive and Very Popular 
Send 50¢ for a sample 
ART —, sTUDIOS, 





Jewelry & Novelty Oraftemen 
Net $6 per Dozen 17 N. State St., Chicago 








USE pe 
NEWALL 
“Quality” Findings 


Your Wholesaler has them. 








CENTRAL WATCH CO. 

WATCH REPAIRING FOR THE TRADE 

Best Workmanship at Lowest Prices 
Prompt Service 

5 South Wabash Ave. CHICAGO, ILL. 








tad 
2 CHROMIUM 





ust. | SILVERWARE | _.23% 


Relic | Repaired - Related | *'nellses 


SWARTZ & CO. 
10 S. Wabash Ave. Chicago, Ill. 














A. E. Phone: Central 5400 


KRAUSE 


& CO. 
RELIABLE WATCH REPAIRING 
37 South Wabash Ave. CHICAGO 








Wuen You THINK OF 


FINDINGS 


THINK OF 


FULLER 


ORDER FROM YOUR JOBBER 














VALANCES 


An inexpensive 
way to improve 


Send Glass Sizes for 
Samples and Designs. 
Camden Artcraft Co. 
160 N. Wells St. 
CHICAGO 





CHICAGO: 


Wishing Bou a Busy Christmas Trare 


Moses Goodman, of Goodman & Co., 
St. Paul, Minn., was among the visitors 
in Chicago last month. 

A. C. Wallenstein and Walter Mayer, 
of Wallenstein-Mayer Co., Cincinnati, 
transacted business in Chicago recently. 

Saul Ritter, president of Bruner-Ritter 
Co., accompanied by Mrs. Ritter, visited 
in Chicago and Detroit last month. 

Eli the Watchmaker, formerly at 113 
W. Jackson Boulevard, is moving into 
larger quarters at 103 W. Jackson Blvd. 

Joseph W. Gubbins, son of George Gub- 
bins, was recently appointed U. S. A. 
Chaplain with rank of 1st Lieut. and will 
be located at Rock Island, Ill. 

G. A. Inglesby, general manager of 
Hadley Co., Inc., visited the Chicago of- 
fice during November and called on 
friends in the trade here. 

Palmer M. Gilbertson, manager of the 
Jewel Box in Marinette, Wisconsin, was 
recently married to Miss Betty Margaret 
Jaeger, daughter of the proprietor. 

W. L. Little, representative for Stein & 
Ellbogen Co., Inc., in Minnesota, Kansas 
and Oklahoma, is again able to be on the 
road after several weeks’ of illness. 

Thomas Harris, 58, for more than 17 
years employed on the office force of 
Newall Mfg. Co., Inc., died Nov. 14 after 
a brief illness. He was unmarried. 

Hermon P. Haynes, Chicago manager 
for Ingersoll-Waterbury Co., spent a week 
in New York and the East on business last 
month. 

Gustave Engelsman, representing Paul 
Vallette Watch Co., New York, spent some 
time in Chicago recently calling on the 
trade and visiting his many friends here. 

The January Homefurnishings Mar- 
kets of the Merchandise Mart, Chicago, 
will be held Jan 4-16. The semi-annual 
Gift market will be held Feb. 1-15. 

Bernard J. Hagamann, retail jeweler at 
6904 Wentworth Ave., and Mrs. Haga- 
mann celebrated their 50th wedding anni- 
versary at their home on Thanksgiving 
Day. 

Simon Bros., 5 S. Wabash Ave., who 
have been doing trade watch work many 
years for the local trade have enlarged 
their facilities and are extending their 
business to out-of-city trade. 

Sam Marks, accompanied by Mrs. 
Marks, left Chicago last month for a va- 
cation trip to the southwest part of the 
country and Mexico. They expect to be 
away until about the first of May. 

A. W. Follett, J. F. Sturdy’s Sons Co., 
visited their Chicago manager, Frank 
Moran, last month and renewed acquaint- 
ance with his many friends in the trade 
here. 

Friends of Amedee J. Jean, Sault Sainte 
Marie, Michigan, recently received an- 
nouncements of the marriage of his daugh- 
ter, Lauretta, to Lieut. Stanley J. Woycie- 
howsky. 

Jacob M. Joseph, 81, a retired jeweler 
who had been in business in Chicago for 
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60 years, died recently at the home of a 
daughter in Highland Park. Two sons 
also survive. 

Howard D. Seebeck, manufacturers’ rep- 
resentative, announces that he has severed 
his connections with the H. A. Wilson Co, 
Inc., 5 S. Wabash Ave., for which he coy- 
ered the middle-west and southern terri- 
tory. 

The American Jewelers’ Bureau, re. 
cently appointed exclusive U. S. represen- 
tative for the Independent Pearl Growers 
of Japan, have moved from the 12th floor 
of 5 N. Wabash Ave., to larger and more 
efficient quarters on the 17th floor. 

A. & J. Roselaer, who have been located 
at 31 N. State St., have moved their offices 
to larger space on the 10th floor of the 
Pittsfield building. L. G. Mantel who re- 
cently returned from Amsterdam, is the 
local manager. 

The National Railway Time Service, 
of which B. R. Hopper is president, is now 
located in larger and more efficient quar- 
ters on 11th floor of the Pittsfield building, 
Considerable space was added to the bill- 
ing and shipping rooms of Stein & Ell- 
bogen Co. on the same floor. , 

Among retail jewelers calling on whole- 
salers last month were Mr. and Mrs. I 
N. Biddle, of Mastercraftsmen, Inc., Des 
Moines, Iowa; Mr. and Mrs. C. C. Brug- 
man, of Rock Rapids, Iowa; Mr. and Mrs, 
Howard C. Hicks, of Gilman, IIl.; Maj. 
W. Veach, of Wilmington, IIl.; E. E. 
Morey, of Chadron, Neb.; B. M. Huddles- 
ton, of Jackson, Miss., and James Sibert, 
of Ottumwa, Iowa. 

The final 1936 monthly luncheon of the 
Chicago Jewelers Association was held 
Nov. 19 at the Palmer House. Luncheons 
will be resumed in February. In the ab- 
sence of President E. E. Marshall, Vice- 
President John G. Leiner presided. Four 
new members were elected, Lewy & Good- 
man Co., John H. Detrich, C. T. Gustaf- 
son Co., Inc., and D. E. Newman, Ine. 
Howard Schaeffer, chairman of the social 
relations committee, reported that plans 
were well advanced for the annual dinner 
Jan. 21. 

On Friday night, November 13, in the 
Red Room of the LaSalle Hotel, more than 
100 members of the Golden Roosters of 
Chicago, “fine feathers of the jewelry 
trade,” enjoyed one of the most successful 
and enjoyable frolics in the history of this 
organization. Following dinner Chanti- 
cleer Shell Hulbert conducted a brief busi- 
ness session which was followed by a 
number of entertaining vaudeville sketches. 
Then followed an hilarious hour during 
which Maurice Lava, of Benj. Allen & 


-Co.; Inc., W. R. Anderson, of W. R. Ander- 


son Co., Inc.; H. J. Eberle, of A. C. Becken 
Co., Inc.; John Mead Montgomery, of 
M. A. Mead & Co., Inc., and Ray Rust, of 
Ray Rust Co., candidates, received their 
final degrees. Many remained after the 
ceremony for cards and other forms of 
amusement until a late hour. 
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Western Clock Co., Peterborough, 
Pays $20,000 Wage Bonuses 


MontreaAL—Approximately $20,000 in 
wage bonuses will be paid to the 461 em- 
ployes of the Western Clock Company, 
Peterborough, Ontario, as a Christmas 
gift from the company on Dec. 15. 

The bonus will take the form of two 
weeks’ pay at the hourly rate for each 
employe who has been with the company 
one year or more, and all others who have 
worked less than one year will be given 
a bonus in proportion to the number of 
calendar months’ service they have had. 
Forty-seven hours will be considered a 
week except in cases where an employe 
normally works less. 

The payroll of the company has jumped 
from 281 employees in September, 1929, 
and J. H. Vernor, general manager, stated 
that the company was just finishing the 
most successful year in its Canadian his- 
tory. 





Jewelers’ Committee Formed to 
Enforce Second-Hand Watch Law 


With every assurance of the fullest co- 
operation of New York County Assistant 
District Attorney J. J. Wilson, who heads 
the commercial fraud bureau, the vari- 
ous elements interested in any way with 
watch sales in the New York City area 
have set in motion an agency to get en- 
forcement of the New York State second- 
hand watch law. 

The Jewelers’ Enforcement Committee 
was constituted at a general meeting of 
representatives of every branch of the 
watch industry, held Nov. 6, at the Hotel 
Commodore. At a meeting of this com- 
mittee, Nov. 13, the following executive 
committee was given authority to carry 
out an enforcement campaign: Phineas 
Peters, chairman of the executive board 
of New York Retail Jewelers’ Associa- 
tions, chairman; W. H. Fowlie, Elgin 
Watch Co., vice-chairman; Herbert Ol- 
lendorf, of the Ollendorf Watch Co.; 
John Hall, Hamilton Watch Co.; Harry 
Goldstein, Gruen Watch Co.; R. E. Wil- 





TRADE WATCH REPAIR WORK 
KRUSE & COMPANY 


#8 ARCADE 8LDG. 
ST. LOUIS, MO. 
When others fall to satisfy you try us. 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 
"THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 








SIMON BROS. 


Watch Repairers for the better 
trade since 1910, 


References from best concerns in 
the trade. 


5 S. WABASH AVE. CHICAGO 
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liams, Waltham Watch Co.; Harry D. 
Henshel, Bulova Watch Co., and Ken- 
neth Van Cott, Marcus & Co., treasurer. 
William Wagner is serving as executive 
secretary. Support of a program which 
has already been launched, is expected 
from all branches of the industry. 





Stanley R. Bass 


Syracuse, N. Y.—Stanley R. Bass, a 
veteran employee of A. H. Pond Co., Inc., 
this city, died Nov. 11, in a collision near 
Warren, Pa., between an automobile he 
was driving and a motor truck. Mr. Bass 
had entered the employ of the Pond Co. 
when a boy of 18 and had traveled for 
that firm in various territories for the 
past six years through western New York, 
Pennsylvania, and Ohio. He was 27 years 
old and leaves a wife and a son and 
daughter. 





Louis K. Harris 


St. Louis, Mo.—Louis K. Harris, 60, 
president of the L. K. Harris Co., 412 
Holland Building, died recently, after a 
short illness. Mr. Harris was formerly 
a diamond broker. He leaves his widow 
and four children. 





Charles Perrault 


St. ALBANS, Vt.—Charles Perrault, 64, 
local retail jeweler, died recently after a 
three months’ illness. He was associated 
in business with his son, Harvey Perrault, 
for the past 20 years. 





Isaac Gradwohl 


St. Louis, Mo.—Isaac Gradwohl, sec- 
retary of the Gradwohl Jewelry Co., Inc., 
621 Locust St., died Nov. 13, at his Hamp- 
ton Park home, after an illness of four 
months. He was aged 69. The jewelry 
business was established in 1915 by the 
deceased and two brothers, Benjamin and 
William Gradwohl who established stores 
in Minneapolis and Kansas City. The 
deceased was president and treasurer of 
Father Tim Dempsey’s charities. His 
widow survives. 


Arrest Man for $10,000 Robbery 


Kansas City, Mo.—New York City de- 
tectives, accompanied by local. plain- 
clothesmen, on Nov. 12, took into custody 
John “Little Pete” Benitendi, 28, who was 
subsequently charged with alleged par- 
ticipation in the $100,000 robbery of 
Greenleaf & Crosby, Radio City, New 
York, jewelers, last January. 








Julius Raunheim 


Julius Raunheim, head of the pearl im- 
porting firm bearing his name at 608 Fifth 
Ave., New York, died on Oct. 31, at 
Mount Sinai Hospital, from pneumonia. 
He came to America from Germany, 58 
years ago, at the age of three. He be- 
came associated with the jewelry firm of 
Henry E. Oppenheimer, in which he sub- 
sequently became a partner, and began 
his own business in 1912. He was a 
member of the Jewelers’ 24 Karat Club 
and of the board of the American 
Jewelers Protective Association. 
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| WHERE TO BUY 
















REFN SHE 


A HOLIDAY SUGGESTION 
THAT— 


ALL OF YOUR CUSTOMERS’ 
WATCHES GREET THE NEW 
YEAR WITH BRIGHT AND SHIN- 
ING FACES. 


KIRK-RICH DIAL CORP, 















HEYWORTH BLDG. METROPOLITAN 
— _ LOS ANGELES 


408 CLARK BLDG. ALLEN BLDG. SEABOARD BLD 
PITTSBURGH, PA. DALLAS, TEX. SEATTLE, WASH 








The Arch 


You see it Everyplace 
where strength is necessary. 
We applied it to Mainsprings 
Keep Step with Progress. Use 
SANDSTEEL 
Crosscurved Mainsprings 
Made in U.S.A. by 


WATCH-MOTOR MAINSPRING CO., INC. 
145 Hudson St. New York City 

















INVENTORY TIME 
IS NEAR! 


Plan now to check over your 
fire and windstorm insurance 
and take the renewals with the 


NATIONAL JEWELERS MUTUAL 
FIRE-INSURANCE COMPANY 


NEENAH, WISCONSIN 








Acme WATCH CO. 


S S.WABASH AVE. CHICAGOILL. 


USED WATCH 
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Where to Buy 
IMPORTED 
China and Glass 








JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
‘Brade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
— BELLEEK 


al production 


The 
wm. & PIT AIRN "CORPORATION 


104 Fitth York, N. Y. 
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Famous the World Over 


Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 5th Ave., New York 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In steck for immediate delivery. Great 
variety ef patterns and a 
Wire your urgent e 


PAUL A. STRAUB & CO., Inc. 


Importers, 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 
China and Earthenware 


ROYAL CROWN DERBY CHINA 

Service plates and short lines 

WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE 3:3 Wont. t: 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich ne Winterling, Inc. 
40 W. 23rd New York, N. ’. 
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In the Field of Advertising 
and Trade Promotion 








To protect retail jewelers on calls for 
the new Curvex watches until production 
catches up with demand, the Gruen 
Watch Co. is distributing a limited num- 
ber of gift certificates, for which the 
buyer pays cash or makes a deposit, com- 
pleting the purchase at delivery or over 
a period of time. Delivery will be prior 
to Jan. 15. 

* * * 

Publicity contract of Bristol Seamless 
Ring Co., 71 Nassau St., New York, with 
United Artists Corp. in conjunction with 
latter’s new picture, “Come and Get It,” 
includes 10,000 window cards featuring 
Andrea Leeds, 30 by 40 blowups, and 
other tie-ups. 

* * * 

Handy & Harman, New York, makers 
of Sil-Fos and Easy-Flo, low temperature 
brazing alloys, have added new sizes and 
forms to their standard price list, the 
latest copies of which were published Nov. 
2. Distributing and servicing facilities 
have been arranged throughout the 
United States and Canada. 

i a 


Warren Telechron Co.’s latest “Tele- 
chronicle” reproduces consumer advertise- 
ments, pictures new Telechron models, 
and provides various original sales helps. 

* * +. 


International Silver Co.’s radio broad- 
cast, “The 1847 Musical Camera,” has 
been receiving plaudits from radio edi- 
tors since it went on the air Oct. 25. 
Heard coast-to-coast on the NBC red 
network Sundays from 4.30 to 5 P.M., it 
features Joseph Cherniavsky conducting a 
concert orchestra, Miss Willie Morris, 
and the character of Mr. Robbins, a 
jeweler of many years’ experience. At- 
tention is focused on the jewelry store. 

oe - @ 


As a tie-up with Warner Bros.’ “Gold 
Diggers of 1937,” which will be released 
Dec. 15, Dunbar-Gibson, Inc., 267 Fifth 
Ave., New York, are offering to retail 
jewelers a lithographed cutout and stills 
which show actresses of the picture using 
a luggage tag, silver powder scoop, cos- 
tume jewelry coin clip, perfume, cigarette 
holders, and Deep Sea Treasure pearls. 

ee ©. 28 

Elgin’s Christmas advertising campaign, 
including a page in full color in eight of 
the country’s leading publications, the 
“Football Revue” broadcast through CBS 
Saturday nights at 8.30 E.S.T., and the 
novel mailing stunt, the “St. Nick’ letters, 
will impress the name Elgin on some in- 
dividual a total of 3,656,317,184 times. 





three No. 18 watches in individual baskets 
contained in one frame, and a fan speeds 
drying. 

Ding Dong Canape Bell 


Evercrafts Ding Dong canape bglj 
answers the hostess’ plea for an attractive 
server for canapes only, one which does 
not force her to surround her Canapes 
with sandwiches or crackers. It has a 
rich ivory base and an ivory catalin finial, 


Guards Against Scratching 


Park Sales Co., 3 Park Place, New 
York, has introduced Protex 2 A, a blue 
or red liquid which, when applied on any 
article, quickly forms a film to protect 
the surface from scratching during as- 
sembling, packing, shipping and storing, 
It peels off when moistened. 


Presenting Cort Watches 


Ace Watch Corp., importers of Swiss 
watches, 80 Nassau St., New York, an- 
nounce the discontinuance of their line of 
Avon watches and the adoption of a new 
name, Cort Watches, with the slogan, 
“timepieces of distinction.” Their rep- 
resentatives are now calling on the trade 
with a complete line of attractive watches, 
Alex Goldberg is president; Max Ber- 
man, secretary, and Almin I. Epstein, 
office manager. 





Jewel Styles Shown in New Quarterly Pub- 
lished by Levon Babayan 


Flowers, ribbon and wicker influences 
affect the new jewelry, and clips are the 
“queen item,” followed by bracelets, 
brooches, ear clips, couture rings and hair 
ornaments, says the first number of 
“Créations de Paris,” a new quarterly de- 
voted to jewelry design, published in 
Paris by Levon Babayan, 18 Place de la 
Madeleine. Mr. Babayan is style con- 
sultant for the New England Manufactur- 
ing Jewelers’ & Silversmiths’ Association. 





C. A. Verschoor, president of Interna- 
tional Radio Corp., Ann Arbor, Mich., 
has announced the appointment of Henry 
W. Byler as Kadette production engineer. 


Where to Buy 


DOMESTIC 


China and Glass 








; LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. Jd. 


LENOX 
LEN@X, INC. 




















THEODORE HAVILAND 


rine FRENCH CHINA 
OOTHS, LTD. 

JOHN | MADDOCK & SONS 
English Earthenware 
“QENUING QUIMPERWARE” 
All in New York Stock 





New Products 














wapeeras | BAVILAND, £. Y- aime: 
ra & 





High Speed Watch Cleaning 
Efco Mfg. Co., 50 Columbia St., New- 
ark, has incorporated many unusual fea- 
tures in a new type of watch cleaning 
machine. It simultaneously cleans up to 
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HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 
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Wholesale Jewelry Sales 
Up 60 Per Cent 


During September, total sales of the 
reporting wholesale jewelry firms in the 
Second Federal Reserve District averaged 
60 per cent better than last year, their 
most substantial gain in sales since May, 
1934, says the Federal Reserve Bank of 
New York. 

Wholesale jewelers’ stocks at the end 
of the month were 149.6 greater than a 
year ago. Diamond concerns reported a 
net sales gain of 22.3 per cent and a 
stock increase of 17.3 per cent for the 
same period. The percentage of accounts 
outstanding Aug. 31, collected in Septem- 
ber by both jewelry and diamond firms 
was 22.6, compared to 24.9 for Septem- 


ber, 1935. 








Metal Bead Necklaces Are Dutiable 
as Jewelry, Court Rules 


WASHINGTON, D. C.—The United States 
Court of Customs and Patent Appeals 
has handed down a decision on beads in 
the case of Blefeld & Goodfriend. Asso- 
ciate Judge Bland rendered the decision. 

In this case necklaces composed of 
beads of metal were assessed at the rate 
as jewelry. The importer protested that 
they were properly dutiable at 90 per 
cent as ornaments in chief value of beads. 
The United States Customs Court sus- 
tained the protest but their judgment has 
been reversed by the Court of Appeals 
and the imports are dutiable as jewelry. 
Associate Judge Garrett dissented. 





Jewelers Publicity Program 
Completes First Year 


The Jewelers Publicity program has 
been in operation for a year. Members 
of the committee will soon have to face 
the all important task of securing funds 
with which to continue this campaign. 

A list of those who have subscribed to 
the fund from its inception, to October 
31, 1936, accounts for subscriptions of 
$20,532.27 from retailers, $11,690 from 
the manufacturing group and $1,000 
from the Canadian Jewelers’ Association, 
making a grand total of $33,222.27. 

This amount has been contributed by 
351 retailers made up of individuals, 
firms, corporations, local groups and 
state associations. The subscriptions 
from the retailers have run all the way 
from $1 to $3,000. From the other, or 
manufacturing group, the amounts have 
varied from $2 to $500. Payments to Oc- 
tober 31, 1936, amount to $27,263.49, 
leaving a balance due on subscriptions 
of $5,958.78. Cash on hand October 31, 
1936, $3,493.96. Total assets as of that 
date, $9,452.74. 

It is therefore evident that the average 
expenditures have amounted to about 
$2,000 per month for the actual period 
of operation of the program, including 
the expenses incident to the initial work 
of the campaign itself and the campaign 
as now in operation calls for an expend- 
iture of approximately $2,100 a month. 

T. Albert Potter, president of the El- 
gin National Watch Co.; Howard L. 
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Carpenter, Albert Walker Co., Provi- 
dence, president of the National Whole- 
sale Jewelers Association; Norman M. 
Morris, Norman M. Morris, Inc., New 
York, secretary of the American Watch 
Assemblers Association, and Frederick 
A. Ballou, Jr., B. A. Ballou & Co., Provi- 
dence, president of the Manufacturing 
Jewelers Board of Trade, have consented 
to serve upon the executive committee 
which hitherto has been made up of 
Messrs. Krehbiel, Streeter, Van Cott, 
Evans and McNeil. 


Hamilton Watch Co. to Add Wing 
to Present Plant 


LANCASTER, Pa.—The Hamilton Watch 
Co. is planning to add a wing to its pres- 
ent plant, 40 x 200 feet, extending north- 
ward from the east tower. 

The company has been producing inter- 








mantel, novelty and wall clocks, $4,469 
and other clocks and parts, $20,141. 





A New Statue for City of Baltimore 
Is Gift Under Jeweler’s Will 


BALTIMORE—Under the will of the late 
Arthur Wallenhorst, watchmaker, gold- 
smith and diamond merchant, a 30-foot 
stone and bronze statue of Martin Luther, 
Protestant reformer of the 16th Century, 
was presented to this city Nov. 1. The 
statue cost $50,000 and has been erected 
in Druid Hill Park. 

Dr. Hans Luther, German ambassador 
to the United States, gave an address, 
and Miss Eva Maria Luther, daughter of 
the ambassador, performed the unveiling. 
The statue is the work of Hans Schuler. 
It is 18 feet high and is mounted on a 
pedestal of red-veined granite 12 feet in 
height. 





Breaking ground for the new annex. Left to right: Charles C. Smith, secreta 
troller of the company; Calvin M. Kendig, vice-president; Frank i 


changeable watches during the past two 
years and this has necessitated new ma- 
chinery and changes in location, which 
require additional space. This new wing 
will also provide for additional produc- 
tion if and when needed. 





Imports of Watches During Septem- 
ber Up 57 Per Cent Over August 


WasHINcTON, D. C.—Watch imports of 
the United States increased 57 per cent 
in September over the preceding month, 
according to the latest report of the De- 
partment of Commerce. 

Switzerland supplied 311,402 watches 
and watch movement with a total value 
of $891,027. This country supplied the 
United States with clock movements and 
parts; watches, watch movements, parts 
and jewels to the value of $1,095,013. 
The total of all imports in these items 
was $1,113,913. 

U. S. exports were: Watches without 
jewels, $31,671; watches with jewels, 
$22,811; parts of watches; $45,972, and 
time recording devices and parts, $27,- 
042; one-day alarm clocks, $44,405; 
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and comp- 

president; 

J. William Koch, president of the Hamilton Employes’ Association breaking ground; Albert 
B. Wohlsen, general contractor; and George P. Luckey, factory manager. 


C. Beckwith, 


Boyd Park 


SaLT Lake Crry—Boyd Park, 41, presi- 
dent and manager of the Boyd Park, Inc., 
166 Main St. one of Salt Lake City 
largest and oldest retail jewelry establish- 
ments, died at his home here, Oct. 26, fol- 
lowing an illness of only five days. 

Mr. Park was a son of the late Samuel 
C. Park, mayor of Salt Lake City, who 
headed the Boyd Park firm until his death 
in 1920, when his son, who had been em- 
ployed in the store, took over the man- 
agement and had conducted the business 
ever since. The firm was established in 
1862 by Boyd Park, Samuel C. Park’s 
father and grandfather of the younger 
Boyd Park. 





The Pilgrim Jewelry Co., of Eagle 
Pass, Tex., co-operated with the Texas 
Centennial with a display of articles 
pertaining to the early days of the town. 
An old painting of Eagle Pass, branding 
irons, arrowhead collections and a live 
horned toad make one interesting display 
while another window was filled with 
photographs of old Eagle Pass. 
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Steel and Its Use in Watchmaking 
and Repairing 


By JOHN J. BOWMAN 


Chairman of the Educational Committee of the Horological Institute of America 





HETHER or not “it is to laugh,” I will begin this 
article on steel by telling a story about fish. 

A hard-bitten Newfoundland fisherman was lecturing 
about life in the codfishing fleet in the waters over the 
Grand Bank; he explained that of the dozens of different 
kinds of fish, the people up there speak of them all by 
name—halibut, herring, mackerel and so on—except that 
when they say just “fish,” that means codfish! And 
among men in the steel business, there is something very 
much like that; they know, of course, that there are 
actually hundreds of kinds of steel; but when they say 
“steel,” they mean structural steel—a kind that is not 
used at all in making parts for watches. So it would seem 
that the thing to do first is to clear up any confusion 
there may be about the many kinds of steel, so that it is 
understood what kind of steel it is that is used by watch 
manufacturers, and by watchmakers, for watch parts, 
whether originally or for replacing broken or worn parts 
in repair work. 

If anyone has ever counted all of the different kinds 
of steel used today, each developed to have special prop- 
erties for specific purposes, I have never seen the list; but 
even a rough effort in that direction, without any aim to 
make the list complete, brings out that there are hun- 
dreds of different steels—an astounding variety indeed— 
for the many specialized uses of modern industry. But a 
satisfactory understanding of the subject of steel may be 
had, suitable to our purpose, without going much into 
details on varieties, by considering briefly the main types 
of steel, and then dwelling at length only on that which 
is used in watchwork. 

To simplify understanding, then, let us say that prac- 
tically all of those hundreds of different steels may be 
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classified into these three groups or types: (1) low-carbon 
or “mild” steels; (2) high-carbon steels; and (3) alloy 
steels. 

The differences between the types of steel named are 
most importantly differences in the ingredients of which 
they are made; and secondarily, differences in the proc- 
esses by which they are made. 

Low-carbon or mild steels form by far the greatest part 
of the world’s production, which is why steel men are apt 
to mean only these when they say “steel,” just as the men 
of the codfishing fleet mean only codfish when they say 
“fish.” These are the steels used for bridges, buildings, 
railroad rails, ships, and other structural uses—hence an- 
other term for them: “structural steels.” Other terms 
used in connection with low-carbon steels are open- 
hearth; Bessemer ; acid; basic, etc., all of which refer to 
methods of manufacture. What “low-carbon” means is 
simply that these steels contain very little carbon; and this 
brings us to the question of what steel is—or we might put 
it: “what is the difference between steel and iron?” 

Steel is iron, more or less free from impurities, to which 
has been added a not excessive amount of carbon. Iron 
is the principal part of all steels. What is added to iron 
to make steel may be only carbon, in which case the re- 
sulting metal is either low-carbon or high-carbon steel; 
or to iron may be added carbon and other metals such as 
nickel, tungsten, chromium, molybdenum, vanadium, 
manganese, etc., and then the result will be what comes 
under the classification of alloy steels. 

But since iron forms the greater part of all steels, it 
will be necessary first to take up the subject of iron, and 
upon it to build up briefly but clearly a knowledge of the 
varieties of steel. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for December, 1936 











The earth is full of iron, in the form of ore, which is 
taken out of its natural deposits by mining if the deposits 
are deep; or by open “strippings” by steam-shovels, if near 
the surface. The ore appears in lumps, or more or less pul- 
yerized, of colors in all shades of brown or red, or black. 
Metallic iron is obtained from ore by subjecting the ore 
to heat in a blast-furnace. ‘This furnace is essentially a 
tall stack, of metal, lined with firebrick. Into it, from 
the top, are charged layers of fuel (usually coke), iron 
ore, and limestone. The burning fuel melts the iron from 
the ore; the limestone is a flux that aids in the melting. 
The iron melted from the ore naturally runs down and 
collects in the lower part of the furnace; along with the 
iron goes much of the waste portion of the ore, melted as 
is the iron, but forming the “slag” waste of which huge 
piles are so characteristic a feature of the landscape 
around blast furnaces. Average iron ore contains about 
half each of iron and waste material. From time to time 
the bottom of the furnace is opened, and the molten iron 
and slag is run out. Slag is carried to the waste-piles; 
the iron is run into moulds to form the blocks called 
“pigs”; hence, pig-iron; or cast-iron, from the fact that 
it is cast into pigs. The chemistry of what takes place in 
the blast furnace, and by which the exact composition of 
the iron produced is controlled, is too complicated for the 
scope of this article; but chemistry is an important part 
of the technique of iron making, and knowledge of it 
results in great.economies in manufacturing. 

The burning of the materials in the blast furnace is 
speeded up by blowing through it, from bottom to top, by 
means of engine-driven pumps, hot air from “stoves” 
heated by the gas that is produced by combustion of the 
materials in the furnace. It is this that has given the 
furnace the name “blast-furnace.” The process of making 
cast iron in the blast furnace is continuous; raw mate- 
rials are charged into the top, as molten iron and slag are 
run out at the bottom; this charging being kept up at 
intervals day after day, until need for repairs makes it 
necessary to allow the furnace to grow cold. 

What has been described—the production of cast iron 
from iron ore—is the first step in the making of all iron 
and steel. Cast iron is therefore the starting point for 
studying the subject of steels. Many things are made by 
moulding them directly of cast iron; and cast iron may 
be refined to produce wrought iron; and these two types 
of iron are the main varieties of that metal. 

But what we are particularly interested in is steel; 
and from this point on we will think of cast iron only 
as the raw material for making steel. 

For the sake of the complete picture, I will first ex- 
plain very briefly the making of low-carbon structural 
steels; then alloy steels; and then, somewhat more com- 
pletely, the making of the steel mostly used in watch- 
work, which is the remaining one of the three types of 
steel—high-carbon steel. 

In making cast iron in the blast furnace, that process 
leaves the iron unavoidably containing too large an 
amount of carbon, and certain impurities, which give to 
cast iron its brittleness, which unfits it for some uses. 
Metal for the framework of buildings, bridges, ship and 
boiler plates, railroad rails, and automobile bodies, must 
be soft enough to be rolled, forged or stamped into form; 
and the structural steel for such uses is simply cast iron 
which has had enough of its excess of carbon and impuri- 
ties removed to convert it into soft low-carbon steel. In 
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the Bessemer process for making such steel, molten cast 
iron in giant vessels called converters, has air blown 
through it which burns out most of the carbon, leaving 
iron decarbonized sufficiently to have become converted 
into soft low-carbon steel. The open-hearth process, 
named from the kind of furnace used, either burns out 
excess carbon from the cast iron by oxidation, or reduces 
the proportion of carbon by melting in with the cast 
iron a certain amount of low-carbon steel scrap metal 
that would otherwise be useless as it is. The latter proc- 
ess may be looked upon as one of simply diluting the 
amount of carbon in the mixture of metals, to produce 
a low-carbon steel. 

The second-named of the three groups of steels, called 
alloy steels, includes metals for highly specialized uses. 
Chromium added to steel makes the stainless (rustless) 
steels used nowadays for cutlery; tungsten and chro- 
mium with steel gives a metal for cutting-tools for heavy 
lathe work, with the marvelous resistance to heat that 
enables such deep, fast cuts to be taken, that the tool and 
the metal cuttings may become red-hot without necessi- 
tating stoppage of the work; these are called “high- 
speed” tool steels; nickel and chromium alloyed with 
steel makes armor for battleships highly resistant to 
piercing by projectiles. These examples, out of many 
that might be given, will be sufficient for illustration. 

But the alloy steels most important in horology are 
“invar” and “elinvar.” Invar is steel alloyed with 36 
per cent of nickel; a pendulum rod made of it has so 
nearly no change of length from expansion and contrac- 
tion in heat and cold, that it is now always used in 
clocks for extremely accurate timekeeping, such as for 
astronomical and other scientific uses. The name invar 
was derived from the idea of its being “invariable” under 
changes of temperature. Elinvar is steel alloyed with 
nickel, chromium, tungsten, manganese and silicon. Its 
peculiarity is that it shows practically no change of elas- 
ticity under changes of temperature. Because of this, 
hairsprings made of elinvar need no compensation; with 
one of them a balance may be used made in one piece, of 
one metal, hence, a “monometallic” balance. A most im- 
portant result of this is the abolition of the “‘middle tem- 
perature error,” which is always present in the combina- 
tion of a bimetallic balance with a high-carbon steel 
hairspring. This error is a gain in rate, at temperatures 
between the higher and lower ones for which the watch 
had been adjusted, caused by an unavoidable difference 
in the effect of heat and cold on the balance and hair- 
spring separately, when these are of the kind last men- 
tioned. Since the elasticity, hence the “force,” of an 
elinvar hairspring is unaffected by heat and cold changes, 
and its balance is monometallic, there is no difference in 
the effect of these changes on the combined rate, and the 
manufacturer, of course, selects for each watch a balance 
and hairspring suitable for each other. Besides the advan- 
tages stated, elinvar hairsprings are non-magnetic, and 
will not rust. The name elinvar is derived from “‘ELastic- 
ity INVARiable.” 

Now that low-carbon steels, and alloy steels, have been 
explained, the rest of this article will deal with the last 
of the three principal types into which the hundreds of 
varieties of steel may be classified—that is, high-carbon 
steel. Other names for this are cast steel (used in En- 
gland) ; tool steel (used by machinists to distinguish it 
from low-carbon steel) ; and crucible steel, which is per- 

(Please turn to page 99) 
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Steel and Its Use in Watchmaking and Repairing 


(From page 97) 


haps the best term for us to use, because it is the one most 
ysed in the steel trade itself, in America. Crucible steel, 
notwithstanding that the low-carbon steels are the mighti- 
est in volume produced, and that alloy steels are the most 
recently introduced, is the most important metal in watch- 
work. It is the oldest steel in history; long before the 
Romans conquered the world partly because of the superi- 
ority of their steel weapons, this metal was made, al- 
though in small quantities, in the Orient. 

Generally speaking, crucible steel is the most costly to 
produce; it is the aristocrat among steels. Not by any 
means only because of its costliness, but because of its 
inherent qualities, it deserves highest admiration and ap- 
preciation—of which, more later. 

In the process of manufacture of crucible steel, cast 
iron is first converted into wrought iron, by purification. 
This purification is done by “‘puddling.” Molten cast iron 
is placed in the shallow hearth of the puddling furnace; 
the success and economy of the operation now depends 
upon the judgment and skill of a man. The operator 
watches and judges by eye what is taking place chemically 
in the boiling red-hot metal in his furnace. When he 
decides that the excess carbon and impurities have sufh- 
ciently appeared in the slag that has formed and floats on 
the top of the iron, he works the mixture of pasty iron and 
slag, with a bar, into lumps of up to 200 pounds weight ; 
these are removed with tongs and put through squeezing 
rolls repeatedly, which press out slag; finally the result is 
bars of commercially pure soft iron, about three inches 
wide, somewhat less than an inch thick, and twelve feet 
long, containing only about a tenth of one per cent carbon, 
and now ready to be made into crucible steel. 

The next step is called “cementation” —that is, adding 
the proper proportion of carbon to the purified iron, to 
convert them into steel. The iron bars are surrounded by 
powdered charcoal, packed into a furnace which is then 
brought to a red heat, and kept so for about two weeks; 
then allowed to cool for about a week. This heating 
causes the carbon from the charcoal to penetrate into the 
iron, partly but not entirely to the centers of the cross- 
section of the bars. The bars (“‘blister-bars’” now, be- 
cause their surfaces are covered with blisters due to the 
heating) are broken into short lengths; these pieces are 
really still soft iron at their centers, and steel toward the 
surface. The pieces are placed in crucibles holding about 
100 pounds, in a furnace, and melted together ; the carbon, 
of course, then spreads evenly throughout the molten 
metal, which is poured into ingot molds, and when cool is 
then crucible steel. It is the melting of the blister bars in 
crucibles that gives crucible steel its name. This process 
was invented in England two centuries ago. 

It is easily seen why crucible steel is costly to manu- 
facture. Cast iron is made into wrought iron by puddling ; 
then comes cementation; then melting in crucibles. All 
of these operations are handwork; the men engaged in 
them must have highly developed judgment and skill, and 
are paid high wages accordingly; the iron and other ma- 
terials must be selected of superior quality; quantities in 
Process are small because the materials must be worked by 
hand instead of by heavy machinery. An idea of the 

quality of crucible steel compared with structural steel 
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may be had by comparing prices; in average figures, cruci- 
ble steel costs about fifty times the price of the other type. 

In these days of mass production, and advertising in 
which “science” is unfortunately often misused as bally- 
hoo for selling goods, there is seen a tendency to under- 
rate human skill based upon practical experience. The 
popular idea of science in industry is rather that it has 
displaced the older craft-knowledge and put the latter 
very much “on the shelf.” ‘This is indeed a false idea; 
there never was more need for highly developed all- 
around mechanical skill in many directions in industry 
than now. In this connection, it is interesting to visit 
plants where the highest types of steel are made, and 
there to see the evidence that the hand and eye of the man 
with practical knowledge and judgment and skill gained 
by experience cannot abdicate in favor of the technical 
laboratory, important as that is in its field. This was 
brought out to me on a visit to the famous old establish- 
ment of Peter Stubs, Ltd., at Warrington, near Sheffield, 
England, where some of the finest crucible steel in the 
world is made. The works manager showed me through 
the plant; the spirit of the entire organization seemed to 
be craft pride; conservatism ; time-tried and proven meth- 
ods; care for quality above all. After seeing what I 
thought was everything, the manager said, with a twinkle 
in his eye, “Now I’m going to take you through our new 
building” ; and so he did; but outside of it he pointed to 
the stone above the entrance, which was _ inscribed, 
“Erected in 1801”! 

Crucible steel, as delivered from the maker, is soft and 
easily cut. The property to which it owes its immeasur- 
able value for watchwork is its capability of being hard- 
ened and then tempered down to any number of less 
degrees of hardness, suitable for each of the parts for 
which soft metals will not serve. The simplicity of the 
processes for hardening and tempering crucible steel are 
remarkable. Making it red-hot and cooling it suddenly 
are all that is required to harden it. Simple heating of 
hardened steel will gradually lessen the hardness, and the 
temper will remain whatever it was when the heating is 
stopped. Not only does this hardenable property of cruci- 
ble steel make it suitable for watch parts, but also for 
metal-cutting tools for use in making parts. Think, for 
one thing, of the incalculable econ>my resulting during 
centuries of time, from the fact that parts that must be 
hard may be very easily shaped in soft crucible steel, and 
then hardened, instead of having to be painfully and ex- 
pensively ground to form, of a material that is too hard to 
cut in the first place! This thought should, of course, not 
be confined to the watch industry, but to all industries, to 
realize what is fully means. 

Why is hardenable steel so necessary in watch parts? 
Well, take the mainspring; it was the application of a 
coiled steel spring, and that only, that made portable time- 
pieces possible. Only properly tempered hardened steel is 
a fit material for mainsprings. Then click springs, and 
spring-regulators; not as important as mainsprings; but 
even there the principle stands. The winding and setting 
parts would wear and fail in a week or two if there were 

(Please turn to page 112) 











tow walehes 
wise 
-and why! 


Tn 30 seconds, this tick-detective 
—the Western Electric Watch Rate Recorder—gives you 
a written analysis of watch performance. Position error, 
isochronous error and general average rate are charted 
accurately. Banking, low motion effect, loose pallet jewels, 
escapement troubles draw distinctive records which make 
possible speedy diagnosis. 

The Watch Rate Recorder speeds up regulating and 
repairs—makes possible better 
work. It’s making money for 
watch repairmen, retail jewelers 
and manufacturers. It can do it 
for you! Send the coupon for 
complete information. 


Western Elecfric 


WATCH RATE RECORDER 










Distributed by 


Electrical Research Products Inc. 


250 West 57th Street, New York 


fe a es ne ee cr ae a ea a a ee a a a ae a es a a Oe 


Electrical Research Products, Inc. JC-12-36 
250 West 57th Street, New York, N. Y. 


Gentlemen: Please send me full information on the Watch Rate Recorder and 
details of purchase plan. 


NAME 
ADDRESS_——_ 
CITY STATE 








hoe oe oe eee se SS 











(on a ons cue em Gm eum ome pun exe eal 





MANDELL E. LEWIS) 


WORLD’S FAMOUS 
DIAMOND AND JEWELRY AUCTIONEER 


Highest Type of Auctioneer for Legitimate 
Jewelers Only 
Record of Service Unparalleled for One Third 
of a Century 


My long and extensive experience enables me to give the 
very best service possible 





I Can Raise Money for You—Quickly—Honorably— 
Successfully—Any Amount You Need 
Reduce Your Stock—or—Close Out Your 
Business Completely 





Wire or write for date. All correspondence 
strictly confidential. 
IT WILL PAY YOU TO GET THE BEST 


MANDELL E. LEWIS 


200 WEST 93rd STREET, NEW YORK CITY 








“THE PATHWAY TO SUCCESS” 


er, ® 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill, 














DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 


Price $1.50 Postage Paid 


This new book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 
stones. . 


It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x5%4 inches. 


The Jewelers’ Circular-Keystone 
239 West 39th Street New York City 























100 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for December, 1936 














Frank Laine, 
maker of Chronometer 





IVEN the chance, the captain of any vessel sailing 
the seven seas would be proud to number among his 
prized possessions a remarkable marine chronometer, accu- 
rate to one second a month, recently completed by Frank 
Laine, a member of the horological department of Tiffany 


& Co., Fifth Ave., New York. 

According to Mr. Laine’s estimate, he devoted more 
than 3000 hours of labor to the construction of the chro- 
nometer, working nights and Sundays during the last six 
years, in a shop at his home in Lindenhurst, L. I. 

The chronometer is unusual in many respects. It is 
larger than similar instruments, the plates are of white 
metal instead of brass, artistically damasked by a ma- 
chine process invented by Mr. Laine, and the engraving 
is finished with fine gold alloy. It has 17 jewels, sapphires, 
rubies and diamonds, set in 14 karat gold settings. 

The pivots are fitted very closely, and the depthing be- 
tween wheels and pinions is as close an approach to per- 
fection as can be made, in the opinion of a number of ex- 
pert horologists who examined it with admiration at a 
recent meeting of the Horological Society of New York. 
Great skill was demonstrated in the meshing of the train, 
which is very close and yet smooth running. 


“Very often,” said Mr. Laine, “we find too much play 
in the train; poor depthing is often the cause of poor 
rating of all time pieces. The balance of my chronometer 
is bimetallic, heavier than regularly used. The escape- 
ment wheel teeth are not very slanting, and this makes 
a better motion, with not too strong a mainspring. The 
hairspring is fastened in shape stud, fitted in the side of 
the balance bridge, held with two screws.” 

All steel parts are highly polished, not blue finished. 
The dial is triple sunk, silver satin finished, hard 
enameled, with Arabic figures. The casing is of a special 
alloy, giving a rich gold color, mounted on gimbals of 
the same metal. The box is made of mahogany inlaid 
with ebony, boxwood, maple and kingwood. More than 
2000 pieces were used to carry out a design much in 
style in Mr. Laine’s native Finland about 1000 years ago. 

To prove that America has craftsmen capable of mak- 
ing or repairing any timepiece as well as can be done in 
foreign shops was what prompted Mr. Laine’s triumph. 

Born at Helsingfors, Finland, Mr. Laine learned the 
trade from his father, who was also a watchmaker. At 
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the age of 18, he left Finland to improve his knowledge 
and gain new experience. After one year in Denmark 
and some time in Germany and Switzerland, he returned 
to Finland and after eight years went to St. Petersburg, 
where he worked for the famous Pavel Bure and Aug. 
Ericson. He gained knowledge of chronometers in per- 
forming chronometer work for the Russian navy. 


After the Russian revolution, he established himself 
in Finland, but the roaming spirit got the best of him 
again. Not satisfied with the Old World, he went to 
Canada in 1924, and worked for Mappin & Webb and 
for Henry Birks & Sons, in Montreal. Since 1930 he 
has been in the employ of Tiffany & Co. 


Mr. Laine is a member of the Horological Association 
of America. 











Left — Chronometer 
in its elaborate ma- 
hogany box. 


Below—A view of the 
works of the Chro- 
nometer. ' 
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RANDFATHER CLOCK—A customer of ours 
has a ‘Grandfather clock” in mahogany case with 
the name “Enoch Burnham, Paris,” on the dial. The 
lady who owns it says it is about 200 years old. Can you 
tell me anything about its age, and its possible value as 


an antique clock? (Question No. 5029.) J. W. T. 


Answer—The name of the maker of this clock makes 
it unlikely that the “Paris” address is Paris, France. As 
there is a Paris, the county seat of Oxford County, 
Maine, and this clock is owned in another town in Maine, 
it is quite likely that the location of Enoch Burnham, 
maker of the clock, was in Paris, Maine. We believe 
you could obtain information about the period of Burn- 
ham’s career by writing to the Secretary, Maine His- 
torical Society, Portland, Maine. From this data, the 
approximate age of the clock could be judged. It is doubt- 
ful, however, that the owner’s idea that the clock is 200 
years old is correct. This would require that Burnham 
was making clocks as early as 1736. At that time, even 
in the American colonies which were more highly de- 
veloped industrially than was Maine, clocks of this type 
were imported from Europe. The actual manufacture 
of such clocks is noted in a few of the largest cities only, 
outside of Connecticut, prior to the end of the Revolu- 
tionary war in 1783. In smaller towns, this industry 
arose after the latter year. 

If you will send us photographs of the movement and 
of the exterior of the clock, we will write you our opinion 
of its value as a specimen for a collection of antique clocks. 


AINSPRINGS—(a) Where can I buy mainsprings 

of the brand advertised some years ago as 
“Jurgensen” ? 

(b) Please give me the name and address of some oil 

manufacturer who will guarantee his watch and clock 
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oils to last in good condition for eighteen months. I am 
willing to pay whatever is asked for such oils. (Question 


No. 5030.) E. H. V. 


Answer—(a) These springs were handled by L. H. 
Keller & Co., 50 East 42nd St., New York. This firm 
could probably either furnish springs of this brand, or 
tell you where to go for them. 

(b) In the first place, we will remind you that the 
matter of how long oils keep in good condition, depends 
upon other things, in addition to the oil itself. A thorough 
explanation of qualities of oils, and how to properly apply 
them, was given in a series of articles “Friction in Watch 
and Clock Mechanisms, and its Reduction,” beginning 
in the November, 1935, issue of THE JEWELERS’ Circu- 
LAR-KEYSTONE. We suggest that you study these articles, 
if you have not yet done so. Further, looking at the mat- 
ter of time-length guarantees from the viewpoint of oil 
makers, we must admit that these men would be taking 
a chance in guaranteeing their product for eighteen 
months, because they cannot control the conditions under 
which their oils would be used; it might be used where 
atmospheric conditions (dust, chemical fumes, etc.,) are 
such as would spoil the best oil that can be made, in less 
than eighteen months. Then, the oil would be blamed 
for what is not its fault. The best you can do is to buy 
oil of any of the well-established brands, use it properly, 
after cleaning the watches thoroughly, and then the oil 
will last as long as oil can last under the conditions in 
which that particular watch is being used. On very small 
watches, we may say that there is no oil made that will 
last eighteen months, even under the most favorable con- 
ditions. One other point:—if watches are cleaned the 
way some shops do it, putting them through a machine 
without taking everything apart, the best oil in the world 
will last only a short time. 

(Please turn to page 105) 
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Workshop Notes 
(From page 103) 
LD WATCH—One of the leading jewelers here 


has given me advice that I write you about the age 
and value of an old watch I own, and would like to sell 
toa collector. I am enclosing photographs of the works 
and the case and dial of the watch. Would like to have 
opinion of its value, and how to get in touch with possible 


buyers. (Question No. 5031.) D.N.S. 


Answer—The excellent photographs show that your 
watch is an English fuzee lever movement, in 18 karat 
gold hinged dome case, chased decoration, open face, with 
engraved gold dial; case well-preserved; watch made by 
ohn Harrison, Liverpool. Harrison was in business be- 
tween 1824 and 1830; this fixes the age of watch at from 
106 to 112 years. This watch is not rare; but it repre- 
sents a distinct phase of English watchmaking, and as it 
js complete, the original movement and case together, 
and in well-preserved condition, some collector may de- 
sire it for what it stands for in watch-trade history. This 
watch is one of those made especially for export to Amer- 
ica—a part of the vast “Liverpool trade” that grew up 
between 1800 and about 1850, after which the Swiss be- 
gan to take the American business away from the English, 
and somewhat later the American factories began to be 
important in supplying the home market. As to value, 
the watch might be sold for, say, ten to fifteen dollars 
more than the old-gold value of the case and dial; that 
is our idea of what to ask for it; although it may bring 
more, or less, depending upon how a sale is managed. 
You might find a buyer by advertising the watch for 
sale, in THE JEWELERS’ CirCULAR-KEYSTONE classified 
columns; and in such magazines as Hobbies, 2810 S. 
Michigan Ave., Chicago; or Antiques, 40 E. 29th St., 
New York. 


AIRSPRING COILS—Can you suggest some 
method to prevent the hairspring coils from sticking 
together, in very small Swiss watches? (Question No. 


5032.) J.N.O.T. 


Answer—Probably what you refer to is a tendency 
for hairspring coils, in very small Swiss watches, to stick 
together, this difficulty appearing not immediately, but a 
little while after a watch has been cleaned. The fact that 
the trouble is not present for a while, then suddenly de- 
velops, is what makes it seem so puzzling. The explana- 
tion is that it starts with putting too much oil on the 
mainspring; the oil partly leaks out to the outside of the 
barrel; then, the space between barrel and center-wheel 
being so small in these small watches, oil gets on to the 
under side of the center-wheel, unseen of course; even 
then nothing happens; but the first time a severe jolt is 
given the watch, an outer coil of the hairspring may be 
thrown momentarily against the oily side of the center- 
wheel. This oil gradually works along the hairspring 
coils, maybe in an invisible film, but sufficient of it is 
there to make some of the coils stick together, “off and 
on,” and do awful things to the timekeeping of the 
watch. Another cause is, of course, getting oil on the 
spring in some other way; by trying to put more oil to 
upper balance pivot without taking balance and spring 
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off ; or too much oil there might work down to stud and 
spring. The remedy in each case is apparent—not too 
much oil anywhere, and applied with care. 


peel CHRONOMETER—Please give me your 

idea of the value of a ship’s chronometer bearing the 

name ‘Parkinson & Frodsham.” (Question No. 5033.) 
A.C. G. 


Answer—Parkinson & Frodsham were in business in 
London, England, from 1801 to 1850. They were lead- 
ing makers of chronometers of the highest grade. Instru- 
ments made by them in the later years of their business 
career are still in practical use for navigation, and if 
yours is in good condition, it would be marketable for 
such use, and would have a higher value than one of the 
later chronometers of this make would have as a col- 
lectors’ specimen. For the latter purpose, a chronometer 
of this make, unless a very early one, would not be old 
enough to be very valuable; another factor is that Parkin- 
son & Frodsham, while they made very fine chronometers, 
made so many of them that they are not as rare as those 
of some other makers. 

From the above, you will see that the value of your 
piece depends upon whether made early or later in this 
firm’s period, and upon its present condition and time- 
keeping quality. So we suggest that you inform us fully 
about the latter, and send also the serial number of the 
instrument, and a copy of all that is engraved on the dial. 
From this additional information, we may be able to 
give you a pretty close idea of a market value on the piece. 


NFORMATION ON CLOCKS—Please tell me in- 
formation needed for determining origin of old clocks. 


(Question No. 5034.) H. B. 


Answer—Answering your letter of Sept. 16. Since 
you say that information about the origin of the clock 
mentioned, is of legal importance, we would like to be 
very careful in what we may say; and will ask for more 
complete information on the clock, before giving an opin- 
ion. Let us point out that the impression many inquirers 
have, that there were only a small number of former 
clockmakers and that no more than a vague description 
is sufficient for us to identify an old clock, is incorrect. 
In the matter of old clocks we are dealing with perhaps 
several hundred thousand makers; we have many of 
these listed; but many more are not, and we frequently 
have to depend upon details of construction to fix more 
or less closely the age of old clocks. 

So we will ask you to send us photographs of the case, 
showing dial; the movement (the “works”); and of 
whatever labels or other printed or painted words there 
are on any parts of this clock, to help us judge its age. 
The photographs should be clear and sharp, to show de- 
tails; it would be better to see the clock itself; but this is 
impracticable, so please send us what will most nearly 
substitute for seeing the clock. Whether even this will 
enable us to say how old the clock is, where it was made, 
etc., remains to be seen. We will be glad to do the best 
that can be done, if given fuller data as suggested. 





Extensive alterations have been made to the display 
windows and interior of the W. H. Cotham Jewelry store, 
Columbia, Tenn. 






























Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





SITUATION WANTED by an optometrist 
registered in Texas, who can also do 
watch repairing. Address ‘“M., 5396,’’ 
care Jewelers’ Circular-Keystone. 


STBENOGRAPHBERS, BOOKKEEPDBRS, 

clerks furnished, no charge. 

Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 


YOUNG LADY, bookkeeper, typist, thor- 
oughly experienced in the jewelry manu- 
facturing line; capable of taking full 
charge of office. Address ‘‘A., 5342," 
care Jewelers’ Circular-Keystone. 











JEWELER, age 50, good repairer, very 
intelligent, willing to do errands, shop 
or store, New York or vicinity; rea- 
sonable salary. Address “S., 5376,’’ care 
Jewelers’ Circular-Keystone. 


WATCHMAKER, first class, capable tak- 
ing full charge; neat appearance, age 36; 
best references; South preferred; salary 
$50 week. Address “N., 5369,’ care 
Jewelers’ Circular-Keystone. 


CREDIT MAN, capable, efficient and thor- 
oughly seasoned, seeks connection with 
future; employed at present: details on 
request. Address “L., 5866," care 
Jewelers’ Circular-Keystone. 


COLORED MAN wishes employment as 
file clerk, messenger or porter; five 
years’ experience large New York 
wholesale jewelry house. Clarence Haz- 
zard, 121 St. Nicholas Ave., New York. 


WATCHMAKER, experienced and cap- 
able in all grades of work; single, 36 
years of age: good references; splendid 
salesman. Address William J. Constant, 
1241 South Market, Wichita, Kansas. 

















POLISHER, EXPERT LAPPER, on gold 
or platinum, can take complete charge; 
or willing to contract from manufac- 
turers or jobbers. Address “J., 5392,’’ 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, stone setter, engraver, 
20 years at bench, can deliver goods; 
reference; $40 per week; must be per- 
manent; Southeast only. Box 485, Salis- 
bury, N 


WATCHMAKER, jewelry and clock re- 
pairman, desires permanent position; 20 
years at bench; high grade workman; 
satisfaction guaranteed. R. V. Ramsey, 
Coeburn, Va. 


POLISHERS AND LAPPERS (2), experi- 
enced on gold and platinum jewelry, 
willing to make change for job on West 
Coast; Al references. Address ‘“W., 
5407,’’ care Jewelers’ Circular-Keystone. 


MANAGER CREDIT STORE, 19 years’ 
experience, will be in a position to ac- 
cept live proposition after January first; 
A 1 reference. Address “R., 5438,’’ care 
Jewelers’ Circular-Keystone. 


SALESMAN, experienced, Middle West 
territory, desires jewelry or silverware 
line; drawing against commission. Ad- 
dress “S., 5460,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, A-1 mechanic, 20 years’ 
experience, desires permanent position ; 
New York or vicinity; salary $30. Ad- 
dress ‘“‘W., 5445,” care Jewelers’ Cir- 
cular-Keystone. 























YOUNG LADY desires position in order 
and repair department; many years’ 
experience with jobbing jewelry line. 
Address “‘P., 5459,’”’ care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, young man, _§ school 
trained, desires position; small salary 
to start; good references; hard worker: 
prefer South. Address “K., 5454,” care 
Jewelers’ Circular-Keystone. 


SALESMAN, having long acquaintance 
with department store buyers, retail 
jewelers, would like to connect with a 
manufacturer. Address ‘‘Reliable, 5329,” 
care Jewelers’ Circular-Keystone. 


INSTALLMENT MANAGER with thor- 
ough knowledge credits, collections, 
office routine, sales and sales promotion, 
desires connection with progressive or- 
ganization. Address ‘D., 5353,’’ care 
Jewelers’ Circular-Keystone. 


EXPERIENCED silverware buyer and 
department manager, aggressive, alert 
to new ideas and trends in modern mer- 
chandising; age 82, married. Address 
“J., 5358,”" care Jewelers’ Circular-Key- 
stone. 


WATCHMAKER-SALESMAN, 30 years’ 
experience, any make watch or clock, 
highest grade work, large store; can be 
manager if desired; fine appearance. Ad- 
dress “‘D., 5386,” care Jewelers’ Circular- 
Keystone. 


SALESMAN AVAILABLE; young man of 
thorough experience and real selling 
ability; desires connection with recog- 
nized retail firm; location immaterial. 
Address “‘P., 5398,’ care Jewelers’ Cir- 
cular-Keystone. 


SALESMAN making New York and New 
England for 15 years with a general 
line, wants strong competitive line of 
gold stone rings; nominal drawing 
against commission. Address ‘‘P., 5374,” 
care Jewelers’ Circular-Keystone. 


BOOKKEEPER-SECRETARY, young lady 
thoroughly experienced in jewelry line, 
capable of taking full charge, efficient, 
trustworthy, personable, excellent ref- 
erences. Address “Y., 5408,” care Jewel- 
ers’ Circular-Keystone. 


YOUNG WOMAN bookkeeper, typist, ten 





























years’ varied experience with jewelry | 


manufacturers and diamond concern; 
capable taking full charge; excellent 
references. Address ‘“B., 5414,’ care 
Jewelers’ Circular-Keystone. 


YOUNG WOMAN, 18 years’ experience, 
diamond, gold shop and purchase rec- 
ords; rebuying jewelry; timekeeping, 
some bookkeeping; Metropolitan area. 
Address ‘‘V., 5442,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN NOW EMPLOYED.. 
on wholesale and manufacturing tge 
in New York, New England, ladel. 
phia, Baltimore and Washington de- 
sires a change. Address “Gq. 5451." 
care Jewelers’ Circular-Keystone, 


CERTIFIED WATCHMAKE 
mechanic, 26 years’ experiente a 
tools and materials, would take ¢ 
of repair department, or lease re 
department complete after Jan, 1 
R. M. Whitman, Batesville, Ind, ‘ 


SALESMAN WANTS WATCH LINE: 
calling on retail jewelers for 1 
years in New York State, Pennsylvania, 
New Jersey, Connecticut; travels 
car; references. Address “L,., 5455 
care Jewelers’ Circular-Keystone. : 


TRAVELING SALESMAN wishes ¢on- 
nection with reliable manufacturer 
sterling silverware or plated hollow- 
ware; ten years’ experience in South 
and Middle West. Address “A,, 5444," 
care Jewelers’ Circular-Keystone, 


MANUFACTURING JEWELER, setter, 
platinum worker, young man, married, 
desires permanent position; 17 years’ 
experience; best of references as to 
honesty and ability. Address “N,, 
5457,” care Jewelers’ Circular-Keystone, 


WATCHMAKER, with the training, ex- 
perience and equipment for fine Swiss 
and railroad watches; real references; 
good habits; available in January; pre- 
fer New York State. Address “X,, 
5446,” care Jewelers’ Circular-Keystone, 


SALESMAN, 36, single, Gentile, experi- 
enced road and city, retailers and whole- 
salers, good record and well recom- 
mended, desires to make change of 
sound substantial nature. Address “R,, 
5291,”" care Jewelers’ Circular-Keystone, 























WATCHMAKER, 18 years’ experience 
first class workman, also jewelry and 
clock repairing, sales, plain engraving 
and some stone setting; married, age 
40, Gentile; references; prefer Middle 
West. Address “‘V., 5441,’’ care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER, position adjuster, fac- 
tory employed, job shop experience on 
all sizes, wants permanent position in 
high class store; Protestant, age 25, 
married; some college education. Ad- 
dress “B., 5344,” care Jewelers’ Circular- 
Keystone. 


SALESMAN, MANAGER and Buyer, in 
one of America’s smartest establish- 
ments, official appraiser and gem expert, 
desires position in selling or buying 
capacity; highest references. Address 
“*A., 5372,”’ care Jewelers’ Circular-Key- 
stone. 











AM SEEKING an association where my 
general knowledge of the jewelry busi- 
ness in which I have been connected for 
20 years can be applied to the mutual 
benefit of interested party and myself. 
Address ‘“M., 5370,’’ care Jewelers’ Cir- 
cular-Keystone. 


BOOKKEEPER - STENOGRAPHER, ex- 
ecutive ability, lady, many years’ ex- 
perience jewelry business, foreign 
exchange, discounting notes, pear] figur- 
ing, ete.; excellent references. Address 
“D., 5466,’ care Jewelers’ Circular-Key- 
stone. 








SALESMAN OR MANAGER, 18 years’ 
credit jewelry experience, knowledge 
every phase of business, excellent turn- 
over man, married, age 39, high type 
executive; will consider only permanent 
connection, anywhere. Address “A.,, 
5463,’’ care Jewelers’ Circular-Keystone. 


YOUNG MAN, 15 years’ experience with 
Swiss and American watch houses, 
thoroughly conversant with office rou- 
tine, supervision of watchmakers and 
watch materials, including six years’ 
experience on the road, desires position 
of responsibility. Address ‘O., 5191,” 
care Jewelers’ Circular-Keystone. 











SALESMAN, educated and refined, thor- 
oughly experienced in sales, repairs, 
displays, instalment and credit collec- 
tions; excellent reference from employ- 
ers and reputable men in the trade; 
desires position with reputable firm. 
Address “Y., 5448,” care Jewelers’ Cir- 
cular-Keystone. 
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